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Anderson 


THIS 1S WHAT 


@ We had five peopie on hand 
operation. Now with the new 
Model 175 packaging machine, 


we have cut down to two operators 


@ Saving $48.00 every day we 


operate the machine 


@ You hit the jackpot. We have 
been using seven or eight girls on 
this hand operation and now we 


can get by with three. 


@ We doubled our capacity with 


just half of the labor. 


@ Istimated savings in one year, 


about $6,000, 


@ Only one girl is required on 
the Model 175 and she takes the 
packages off the end of the ma- 
chine, bags them, and marks the 
packages; handles 300 gallons per 
hour. The freezer man takes care 
of both the freezers and the load- 


ing of the hoppers. 


@ We have cut down from nine 
people to three with the same 


ouput. 





BROS. MFC.CO. 





Model 175 


Cash in with the Anderson “175 Family” of ice cream fillers. 
Model 175, shown, is a single line filler for No. 2 pint linerless 
cartons. It is representative of the other machines in the “175 
Family” as regards appearance and performance. 

Other capacities available are: Model No. 145 Double Line Pint 
Filler, No. 85 Tray-Paks, No. 95 One-Tenth Gallons, No. 55 
Half Gallon, No. 185 Quart Filler, No. 195 Imperial Pints. 

A complete line, one or more of which will meet your require- 
ments, and give you neat packages at high production rates. 
All machines are similar in design and operation — only 
production and capacities differ. 

Machines are self-synchronizing with freezer speed — the 


carton is the measuring cylinder — no adjustments necessary. 


Use this Handy Coupon [or Chick Information 


ANDERSON BROS. MFG. CO., ROCKFORD, ILLINOIS 
Please Send Bulletin No. 10-2 


Name 


Address 


se weees*e eee # 



















Sell more bulk with the exclusive Kelvinator 





Syrup and crushed fruit dispenser 


Reg. 3 S. Pat. Of. ro. 2465142 
. M. Reg. No. 521918 





This miniature 
fountain makes ) 

“SUNDAE SALES ™ 

every day in 

the week! 











fasta... 


fits any standard 
Kelvinator cabinet 









Make more ‘‘wet”’ stops out of “dry” stops! Help 
retailers dish out more bulk—faster! In short, MOVE 
MORE BULK ICE CREAM! 


You can do this by promoting the Bob-ette— Kelvin- 
ator’s new, handy syrup and crushed fruit dispenser. 























The Kelvinator Bob-ette is a sales ‘“‘natural’’ for outlets 
where there is no space for a full-size fountain. And it’s 
invaluable for retailers who wish to give sodas and sun- 

¢ daes a “‘trial run’. Compactly designed, the Bob-ette has 
two syrup dispensers, four “‘wells’’ for crushed fruit, and 
a cold beverage compartment. 


. The cost of the Bob-ette is so low that it will rapidly 
pay for itself in increased sales of bulk ice cream! 








For full information on the Kelvinator Bob-ette, write Kelvinator, 
Division of Nash-Kelvinator Corporation, Detroit 32, Michigan. 


Khaecluase Oe aa 


Division of the Nash-Kelvinotor Corporation, Detroit 32, Michigan 


| THE BEST KNOWN NAME ON 
MODERN ICE CREAM CABINETS 















The Bob-ette is sturdily made, yet light in weight 
and easy to handle. To install, simply remove 
single-width lid cf Kelvinator cabinet, set Bob- 
ette in place, and i.'s ready to make sodas, 
sundaes... and sales. 
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No need to crush each bite of ice cream 
stabilized with SPA. The full flavor bursts 
forth at tongue touch! Both “locking” 


fe y 
/ Say Ser 


and “freezing in” are eliminated for 

SPA pervades the whole mix, blending 

the ingredients into a smooth texture 

that flows quickly through the freezer 
preventing “heat shock” damage. In 

spite of its extraordinary performance, this 
uniform and pure food stabilizer costs less than 


ordinary gelatins! 


You want to know more? Then write 


today for further details. Here is our address: 


B. YOUNG & CO. OF AMERICA LTD. 


274 Madison Avenue, New York 16, N. Y. 


aelatin 


THE OLDEST NAME IN GELATIN IS YOUNG. FAMOUS AS MAKERS OF FINE ENGLISH GELATINS SINCE 1818 
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WhatSize do you need 7 


No matter what capacities you need—what type 
cabinets you want—you'll find just what you're 
looking for in the extensive Savage line. 

Savage Ice Cream Cabinets and Merchandis- 
ing Cabinets are well known for their efficient 
operation. Refrigerated partitions between com- 
partments maintain even temperatures through- 
out the cabinets. All Savage models are of steel 
construction—no wood to warp or rot. And every 
cabinet is tested three times under air pressure 
to assure an absolutely air-proof, moisture-proof 
seal. 

For more than 25 years Savage has been a 
leading manufacturer of low-temperature equip- 
ment. This background of experience is your 
guarantee of many years of dependable, eco- 
nomical performance. Savage Arms Corpora- 
tion, Refrigeration Division, Utica 1, New York. 
N TEBCTANT ‘ 


AND 











Savage CF-13 Savage GF-10 Savage M-LB 
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| SAVAGE 


ICE CREAM CABINETS 
and Merchandising Cabinets 


= 3 ae 


FACTORY REPRESENTATIVES 


in the following cities: 


NEW YORK PHILADELPHIA CHICACO 
CHICOPEE FALLS, MASS. PITTSBURGH ST. LOUIS 
ALBANY DETROIT DALLAS 

UTICA ATLANTA SAN FRANCISCO 
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ALSO 4 REMOTES 
4-hole double 
6-hole double 
8-hole double 

10-hole double 
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“Something Different’’ that can make ‘some 
ditterence’™’ in fall figures. These taste-tempt- 
ing Virginia Dare Bisque Flavors are highly 
promotable .. . highly profitable. In 46 oz. 
jors . . . each jar flavoring a tive gallon mix. 
Ask your Virgin'a Dare Flavor representative 
tor complete details! 


And 12th, but not least! 

VIRGINIA DARE RUM 2+3— 

Hearty Old Fashioned Egg Nog Flavor, proved 
tops in taste because it's tops in sales—your 
sales leader for the Holiday season! 


Representatives in Principol Cities 





EXTRACT CO., Inc. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 
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Flo-Muls ; 
Liquid Emulsifier 


Sanitary Tubing 
& Fittings on 
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e Metal Sponges e Washing Powders e Defrosting and Dipping 
e Cortland Emery Aggregate elce Cream Cartons e Tanks 


e Floors e laboratory Glassware e Stick Holders 
e White Neoprene Hose e Damp-Tex Enamel e Stick Dispensers 
gee e Rubber Boots @ Acid 2-50-C e Boggers 


e Aprons e Brine Tanks e Mold Fillers 
e Fans and Blowers e@ Bor Molds e Bags and Sticks 
e Ammoria Fittings elawson Waste Receptocies 


THE Crcameory Package MFG. COMPANY 


General and Export Offices: 1243 W. Washington Bivd., Chicago 7, Illinois 
Ationta « Boston « Buffalo « Chicogo « Dallas « Denver « Houston © Kansas City, Mo. « Los Angeles 
Minneapolis « Nashville « New York « Omoha « Philadelphia + Portland « St. Lovis © Salt Lake City 
Son Francisco @ Seattie « Toledo, Ohio « Waterloo, lowe 


CREAMERY PACKAGE MFG. CO. OF CANADA, LTD. THE CREAMERY PACKAGE MFG. CO., LTD. 
267 King St., West, Teronte 2, Ont. Mill Green Road, Mitchem Junction, Surrey, England 





Ice Cream Manufacturers 
Are Using Nonfat 
Dry Milk Solids 


Here's Why — Nonfat Dry Milk Solids as a 
source of serum solids can produce ice cream 
of the highest quality > <* high In nutritive 
value... high in taste appeal. Equally im- 
portant to manufacturers, Nonfat Dry Milk 
Solids has very good keeping qualities. it 


does not require refrigerated Storage. 


Yes, more and more ice cream manutfac- 
turers are using Nonfat Dry Milk Solids to 
meet the demand for a better product. At 
the same tame. the American Dry Milk In- 
stitute in its work focuses nathonwide atten- 
tion on the many advantages of Nonfat Dry 
Milk Solids. For manufacturers, the results 
have bere Th Lda reased ice Cream sales pes and 


increased ice cream protits. 











AMERICAN DRY MILK INSTITUTE 


221 N. LaSalle Street, Chicago, Illinois 
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THE LEROY FILL-AND-FREEZE METHOD 


*A pat on the back now and then is relished by the best of 
men... and the folks down at Le Roy, we felt kind of good 
all over when this letter came our way. Fact is, we've been 

‘receiving dozens of unsolicited letters just like it recently - 
and naturally, we’re doggone proud of the wonderful recep- 
tion our Le Roy “fill-and-freeze” method has been accorded 
by the nation’s ice cream manufacturers. In our own adver- 
tising, we've been telling all our friends about the superiority 
of the Le Roy process . . . but it sure is swell when our friends 
turn around and tell us about it! 


Write today for full details about the Le Roy line of ice cream 


treats—all made with the famous patented Le Roy “‘fill-and- 
freeze” method, the new profitable way to turn out soles- 
winning ice cream sandwiches. 


5 convenient warehouses for speedy service: Elizabeth, FOODS, INCORPORA TED 


N. J., Chicago, St. Louis, Atlanta and Long Beach, Calif. 
290 SOUTH FIFTH STREET, BROOKLYN 11, WN. Y, 





WE’RE TALKING NOW about the Vanilla Lab- 
oratories Contract. Like any contract, it protects you against any increase 
in price for the life of the contract. 


But, in addition, our contract is backed up by our Business Policy 
of long standing which gives every contract holder the benefit of any sav- 


ings we can make on the cost of our materials. 


So, if prices go up, you are protected; if prices go down, so does 


your price regardless of the contract price. 


If you have a contract with us you can budget your Vanilla expense 
and yet buy to better advantage than if you purchased from month-to- 
month. We make contracts for any length of time up to one year. 


anilla Laboratories, Ine. 


ROCHESTER, N. Y. 


PURES—BLENDS—CONCENIRATES—POWDERS 
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‘WO Good Reasons WHY- 


< ee (ream Gets Better All the Time’ 


i] ise 


National Pectin’s Constant 
Research and Laboratory Work 


Dedicated to quality, National Pectin’s complete, scientifically 
planned and operated laboratory and experimental ice cream 
plant is at your service. We invite your problems. Our entire 
staff and facilities are always available and ready to assist you 
in producing a better product more efficiently and economically. 
Write now for details on how we can be helpful to you. 


and 


COPENA Séecial* 


The uakéty Stabilizer-Emulsifier for 
See Cuality \ce Cream and Low Fat Mixes 


*% COPENA handles easily under any and all plant 
conditions. COPENA makes it easier to get a mix 
off the cooler at the proper temperature. COPENA 
is not affected by acids, salts and other normal vari- 
able constituents in ice cream mix. 


COPENA is dependable. Mix stabilized with 
COPENA can be frozen off the cooler with perfect 
results. Whipping qualities are vastly improved. 
Every pound of COPENA is uniform. It is scientific- 
ally blended and controlled by actual laboratory 
procedure. It is economical—costs less per finished 
gallon of ice cream. 

COPENA provides a better and completely uniform 
finished product. It protects the creamy body and 
smooth texture of your ice cream even after heat shock. 

*Offers Greater Stabilization 


WRITE NOW : ( 
FOR A is & 


TRIAL QUANTITY . + fe 
Prove to yourself that Copena and . e/ j ational Co. 
Copenc Special are better stabilizer- 


emulsifiers for your ice cream. = 


You Will Make a Better Product When You Use a Watéonal Stabilizer or Emulsifier 
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DISA SHOW 


PPROXIMATELY 27,000 persons 


breaking total 


-a record- 
participated in or were ad- 

mitted to the eighteenth and largest Dairy 
Industries Exposition which closed September 27 on 
Chicago’s Navy Pier. Preliminary figures indicate that 
registration was twenty per cent higher than any pre- 
vious exposition. 

The exposition closed with R. D. Britton of Wisner 
Manufacturing Corporation of New York, chairman 
of the Exposition Committee of the Dairy Industries 
Supply Association, sponsor of the huge exposition, at 
the microphone. 

“All current evidence, ” he said, “indicates that the 
show’s impact on the dairy processing industry has 
been something like a high voltage charge.” 

A location has not yet been picked for the 1954 
exposition, he told exhibitors. 

Immediately following Mr. Britton’s remarks came 
the singing of “Auld Lang Syne” by DISA staff mem- 
ber Mrs. Irma Einheber. As the last note died out, 
milk and ice cream trucks started moving from their 
places in exhibits to clear the freight doors and raimps 
before the long line of huge trucks waiting to help 
move out other exhibits was allowed entry to the Pier. 
The process of dismantling and removing the displays 
continued for a week after the show’s closing. 

The overall Exposition Committee, composed of the 
chairmen of the various Exposition Committees, was 
headed by Mr. Britton. Serving with him were: L. N. 


14 





BEVERLY ANN STEFFEN—official hostess of 
the eighteenth Dairy Industries Exposition 
and “Alice in Dairyland” of Wisconsin— 
sits before the officials who helped dedicate 
lce Cream Industry Day at the show. Left 
to right, they are: D. G. Colony, a DISA 
Director; L. N. Lucas, DISA Vice President; 
A. G. Kainz, retiring President of the 
National Association of Retail ice Cream 
Manufacturers; Ridgway Kennedy, retiring 
President of the International Association of 
ice Cream Manufacturers; Carl Wood, 
President of Dairy Industries Supply Associa- 
tion; Robert C. Hibben, Executive Secretary 
of JAICM: William E. Clegg, new NARICM 
President: and Roberts Everett, DISA Execu- 
tive Vice President and Exposition Manager. 





BREAKS RECURS 


Lucas of the Bastian-Blessing Company, Chicago, 
chairman of the Exposition Credentials Committee and 
DISA Vice President; S. E. Crofts of the Batavia 
Body Company, Batavia, Illinois, Exposition Attend- 
ance Promotion; R. O. Davidson, Kelco Company, 
New York, Entertainment Policy; R. E. Francis, 
Ptaudler Company, Rochester, New York, Exposition 
Trafhc; J. L. Rosen, Illinois Creamery Supply Com- 
pany, Chicago, Exposition Hotel; and Earl Weed, 
Foote & Jenks, Jackson, Michigan, chairman, and Ray 
Martin, Nash-Kelvinator Corporation, Detroit, Vice 
Chairman of the Exposition Floor Committee. 

The top DISA offices this year are held by Chica- 
goans: Carl A. Wood of Cherry-Burrell Corporation 
is President, Mr. Lucas of Bastian-Blessing is Vice 
President. Treasurer is R. E. Cairns, Waukesha Foun- 
dry Company, Waukesha, Wisconsin. John H. Mul- 
holland of Milford, Delaware, Honorary President for 
Life, was unable to attend the exposition. Roberts 
Everett, Executive Vice President and George Rowe, 
Secretary, live in Washington. 

Thousands of visitors from thirty countries includ- 
ing the United States of America came to the Dairy 
Industries Society, International-sponsored Interna- 
tional Lounge at the exposition for meetings, messages 
and materials. 

The show attracted visitors from Canada, Hawaii, 
England, Italy, Mexico, Sweden, Alaska, Panama, the 
Philippines, Australia, Belgium, Brazil, Chile, Colom- 
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Thanks 


to you 


it's oo epee "@ 25th Birthday 


Our sincere thanks to the many progressive food 





processors who, sharing our vision, have helped us 
continually improve Flo-Sweet Liquid Sugar quatity 
and service. As the only refinery devoted exclusively 
to the industrial user of sugar, we will always strive 
to deliver the very finest Liquid Sugars backed by un- 
matched engineering service. ; 


REFINED SYRUPS & SUGARS, INC. 
—the only refinery serving industrial sugar users exclusively 


Yonkers 1, New York 
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You can prove it for yourself—there’s more 

strength and smooth delicious flavor in 

H. Kohnstamm pure vanilla extract tama 

and it means more sell in your ice cream, <# ‘. 

at lower cost to you! Kohnstamm’s exclusive . 

process of extraction results in a more 

concentrated pure vanilla flavor...a 

lower cost per mix. Test it and taste it 
and be convinced! 


v 


en 
4 ow 


Dak onnsranane & CORPRPARY Enc. 


ESTABLISHED 186581 
89 Park Place, New York 7 + 11-13 E. illinois St., Chicago 11 
4735 District Bivd., Los Angeles 11 
Write fer FREE test samples 


-_ 


VANILLA DIVISION 
H. KOHNSTAMM AND CO., INC. 
Send us test quantities of 


() %1483 Pure Vanilla Extract. 32 ozs. beans, 50% Bourbon, 50% 
Mexican. Use 1¥2 to 2 ozs. to 5 gallon mix 

() K1162 Pure Bourbon Vanilla Extract. 26 ozs. beans. Prime Bourbon 
Beans. Use 2 ozs. to 5 gallon mix. 
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bia, Cuba, Dominican Republic, El Salvador, Germany, 
Holland, Iceland, Japan, Peru, Puerto Rico, Switzer- 
land, Venezuela, Austria, Argentina, the British West 
Indies and Denmark. 

DISI, a non-profit educational organization whose 
only source of funds is its membership dues, enrolled 
a considerable number of new members during the 
exposition. 

Lester Olsen, President of the Olsen Publishing 
Company, Milwaukee, Wisconsin, was elected DISI 
President at the society’s sixth annual business meet- 
ing held September 21 at the Drake Hotel. Mr. Olsen 
succeeds Irving C. Reynolds, President of Franklin Ice 
Cream Company, Toledo, Ohio, who has served as 
DISI President for the past two years. 

Milton Hult, President of the National Dairy Coun- 
cil, Chicago, was elected Vice President of the Society. 
He succeeds Dr. Joaquin Molano-Campuzano, Direc- 
tor of the Colombian National Dairy Council, Bogota, 
Colombia. Roy E. Cairns was re-elected Treasurer. 

Zooming production figures for the ice cream indus- 
try were cited by Ridgway Kennedy, President of the 
International Association of Ice Cream Manufacturers, 
at ceremonies September 25 marking Ice Cream In- 
dustry Day at the exposition. 

Mr. Kennedy, while obviously pleased with the in- 
creasing acceptance of dairydom’s glamor food, indi- 
cated that the ice cream industry intends to undertake 
even more strenuous promotional efforts to keep pro- 
duction figures rising. Production in 1952 is running 
about six per cent ahead of last year, and encouraging- 
ly, sales no longer appear to slump sharply in cold 
weather. In February, 1952, for example, Mr. Ken- 
nedy said, ice cream production was eleven per cent 
above that of February, 1951. 

Citing the accelerated use of dry milk products for 
home consumption as well as in feeding programs 
abroad, officials of the American Dry Milk Institute 
of Chicago and of the Dairy Industries Supply Asso- 
ciation observed September 22 as Dry Milk Day. 

John T. Walsh, the dry milk group’s assistant di- 
rector, said that his branch of the dairy industries, 
although the youngest, “was coming of age, as cus- 
tomers and users continue to learn of the convenience, 
the uniform quality and desirable nutritional assets of 
the dry solids of milk.” 

The dry milk industry’s largest volume of produc- 
tion is in nonfat dry milk solids. Approximately 
711,000,000 pounds were manufactured in 1951 and 
of this approximately 605,000,000 pounds went into 
domestic sales and 35,000,000 pounds were required to 
meet export demands and an additional 10,000,000 
pounds were procured by the Armed Forces. 

Men and women whose aggregate years of experi- 


(CL onfintue d on page >4) 
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69-f/t. counter with twe bays, seats 33 customers 


Bastian-Blessing Fountain Luncheonette 
Builds Counter and Carry-out Sales 


This is Robert Day-Dean’s new Club Car Coffee Shop in mid-Manhattan where 
customers are served at the convenient counter and where 2 operators at 5 
phones answer 300 to 400 calls a day to meet the needs of patrons for carry-out 
service within the 25-story modern office building. ¢ o 
The star of this show-window installation is Bastian-Blessing’s patented ‘S Ps 
TWIN-SERYV soda fountain with its many exclusive operating features (see m4, 


SHO | 

panel at right). In appraising this fountain, Mr. Robert B. Day writes that om ~ SES 

“the fountain is all that we expected and all that you claimed.” \ “ a “a 
Of equal interest is the balance of the years-ahead equipment to be found © Ss : 

here: the FAST-SERV creamer unit, the auxiliary portable fountain, the special 2 ( 

condensing unit and carbonator enclosure, the two workboards, the sandwich | 

unit, and the stands for toaster and mixers. All these were produced by Bastian- 


Blessing and integrated into an efficient, streamlined assembly. 


For ideas on how you, too, can build your sales, see your local distributor, temaaniatn 
or write The Bastian-Blessing Co., 4205 W. Peterson Ave., Chicago 30, III. 


EXCLUSIVE FEATURES 
OF TWIN-SERV FOUNTAIN 


. Dual facilities throughout 


. Easy-reach storage compartments 
TWIN-SERV AND FAST-SERV TRADE-MARKS REG. U.S. PAT. Orr . Giant chipped ice Pan in center 
. Handy @at work-space lids 
. All ice cream at front and slanted 


12-page, full-color Catalog 
- $-156, describes TWIN- 
SERV and pictures existing 


installations. W rite for 
your free copy today. 


Qualified Sales and Service Outlets in All Principal Cities 
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ERT SWEETING, Medosweet Dairies, Tacoma, 

Washington, was elected 1952-53 President of the 

International Association of Ice Cream Manufac- 
turers during the group’s forty-eighth annual conven- 
tion, held September 22 to 24 in Chicago’s Hotel 
Conrad Hilton. He succeeds Ridgway Kennedy, Jr., 
Abbotts Dairies, Philadelphia, who served in the post 
tor two years. 

Hugh E. Hutchinson, Greenbriar Dairy Products 
Company, Beckley, West Virginia was named Vice 
President. I. N. Hagan, I. N. Hagan Ice Cream Com- 
pany, Uniontown, Pennsylvania, continues as Trea- 
surer, while Robert C. Hibben remains as Executive 
Secretary. 

Next year’s convention will be held in Boston, it was 
decided. 

The association’s first convention in the second cen- 
tury of ice cream’s history was a record-breaker from 
every standpoint. The number of delegates who regis- 
tered was an all time high. Well attended, interest 
packed sessions marked the three days. 





CHICAGO PHOTOS 


Photographs taken during Dairy Industry Week 


in Chicago are published in a special section 
beginning on page 80 of this issue. 


















NEW OFFICERS of the Internationa! As- 
sociation of Ice Cream Manufacturers 
are (left to right): |. N. Hagan, Trea- 
surer; Bert Sweeting, President; Hugh 
Hutchinson, Vice President: and Robert 
C. Hibben, Executive Secretary. 





oweeting Heads TAILM 


Activities opened at the Conrad Hilton with the 
“Vesper Musicale,” a reception for past presidents and 
officers, and a buffet dinner on the evening of Septem- 
ber 21. During the all-faith Musicale, Mr. Kennedy 
presented the O’Neal M. Johnson Memorial Cancer 
Fund to the American Cancer Society. 


The First General Session was opened with an Invo- 
cation by the Reverend Ray Freeman Jenney of the 
Bryn Mawr Community Church in Chicago. Mr. 
Kennedy, presiding, then presented Harold G. Hodson 
of the Hydrox Corporation of Chicago, co-chairman of 
the Convention Committee, who delivered an address 
of welcome. 

Inasmuch as this was the first session of the Annual 
Business Meeting of the International, Mr. Hagan 
presented the Treasurer’s Report of the association and 
its afhliate, the Ice Cream Merchandising Institute. 


In a short presentation, Mr. Hibben highlighted 
trends in the ice cream industry during the twenty 
years he has served as Executive Secretary of the Inter- 
national. 


Robert Rosenbaum of David Michael Company, 
Philadelphia prepared a collection of foreign stamps 
commemorating the growth and production of ice 
cream ingredients and presented it to the association. 
The collection is to be permanently displayed in the 
International’s headquarters in Washington, D. C. 
Irving Reynolds, Franklin Ice Cream Company, To- 
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Superplate handles all types of mixes 
whether they contain liquid or dry sugar. 
Mixes made with frozen cream, butter, 
eggs, etc., offer no problem for Superplate. 





Here’s Superplate’s 

Secret of Success on Mix 

Patented, electropolished knob-type plates 
create three dimensional turbulence. Wide, 
thin product film constantly whirls across 
knobs for uniform, more effective heat ex- 
change with low pressure loss. Pressure is 
no problem. Easy to clean. Easy to increase 


capacity. 

















YOUR CHERRY-BURRELL REPRESENTATIVE can show you how 
Superplate continuous Mix Pasteurizers can save time, money 
and space in your plant. Call him, or clip coupon. 


RRY-BURRELL CORPORATION 


427 W. Randolph Street, Chicago 6, Ill, 


Equipment and Supplies for Industrial and Food Processing 


FACTORIES, WAREMOUSES, BRANCHES, OFFICES 
€ OR DISTRIBUTORS AT YOUR SERVICE IN Sé CITIES 
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SUPERPLATE SHORTIME 


PROCESSES A DRY SUGAR MIX— 


Dept. 120, 427 W. Randolph St., ie 
6. Minois 

0 Send Superpiate Bulletin ae 
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Franklin ice Cream Company, 
Kansas City, Mo. Model SBS Superplate 
Shortime Mix Pasteurizer. 





and in addition .. . 


A SUPERPLATE SHORTIME in a properly 
engineered continuous processing system 


Offers Better Inventory Control 


Lowers Bacteria Counts through 
175° F. pasteurizing temperatures. 


Maintains Uniform Mix Quality 


Saves Steam and Water through 
65% regeneration. 


Saves Man-Hours both in 
operation and cleanup. 


Saves Processing Time — a continuous 
system, no pause between batches. 


Saves Floor Space 


" _ 
SR an ea ek a 


ledo, Ohio, made the presentation for Mr. Rosenbaum, 
who was not able to be present. 

Carl Wood, Cherry-Burrell Corporation, Chicago, 
President of the Dairy Industries Supply Association, 
highlighted features of the concurrent Dairy Exposi- 
tion and extended a cordial welcome to all ice cream 
manufacturers to see the displays at Navy Pier. 

Mr. Kennedy then delivered his address “A Contem- 
porary Revolution.” Mr. Kennedy highlighted all of 
the problems now facing the industry and offered some 
specific long range solutions to such vexatious issues 
as the use of foreign fats, the pricing of milk, and 
other timely problems. 

Following the Presidential address, Professor Hugo 
H. Sommer, University of Wisconsin, one of the dairy 
industry's outstanding observers, discussed the future 
of the industry. 

The concluding feature was “Making Dairy Dol- 
lars,’ by Walter Hunnicutt, National Dairy Products 
Corporation, New York, New York. He stressed the 
value of the educational work being done to promote 
grassland farming. Mr. Hunnicutt firmly believes it is 
the hope of future dairy production. 

The second and third General Sessions were Joint 
General Sessions on September 24 with the Milk In- 


; 
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dustry Foundation. They were held in the Grand Ball- 
rom of the Hotel Sherman. During the session, the 
Resolutions Committee report was brought in by Ben 
Richards of the Colville Ice Cream Company, Salt 
Lake City, Utah. The Nominating Committee, headed 
by Ray Yarnell of the Yarnell Ice Cream Company, 
Searcy, Arkansas, chose the following men as new 
members of the Board of Directors of the Interna- 
tional: 

W. P. Ayers, Swift & Company, Chicago; Bryan 
Blalock, Borden Company, Marshall, Texas; M. E. 
Brown, Brown Ice Cream & Milk Company, Bowling 
Green, Kentucky; R. A. Hamlin, Borden’s Ice Cream 
Company of Michigan, Detroit, Michigan; C. H. Mc- 
Connell, Beatrice Foods Company, Des Moines, Iowa; 
Alf. R. Nielsen, Alfar Creamery Company, West 
Palm Beach, Florida; Paul B. Person, Knerr Dairy 
Company, Fargo, North Dakota; and Arthur G. Wei- 
gold, Torrington Creamery Company, Torrington, 
Connecticut. 

The following members of the Board were re- 
elected: U. F. Asselin, Asselin Creamery Company, 
Norway, Michigan; William Backstrom, Carnation 
Company, Los Angeles; H. F. Lange, Sac City Cream- 
ery Company, Sac City, Iowa; Karl Meyer, Banner 

(Continued on page 56) 


ACT NOW for a highly profitable Holiday Promotion 


Ty 


.. colorful, attractive fruit Flavor 


at remarkably low cost ( 
Limpert’s famous Quality Superb fruits give ~ 
HOLIDAY PUDDING ICE CREAM a delicious, 


come-again appeal. Write or wire today for sample 
¥ -also for samples of advertising materials mS 


jar 
cr supplied FREE with every order. 


LIMPERT'S 


° 
Hayror Sprcial 
For 
December 
EGG NOG 
COCONUT 
FUDGE 


XK 
LIMPERT BROTHERS, INC., Vineland, N. 


Quality Superb Fruits, Flavors and Extracts for the Ice Cream Industry $ NEW YORK SALES OFFICE 


te 33 WEST 42ad S$ 
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NELSON'S 
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GLASS FRONT MERCHANDISER 





“ 


CAPACITY: 14 cubic ft. 
FLOOR AREA: 68” tong; 31” wide. 
HEIGHT: Cabinet 3912"; over all 56%". 


COMPRESSOR: Heavy duty % H.P. hermetic 
115-v. plug-in. 
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CONFESSED THE BEST 





"ty “i : 
“(Son meer WHEN PUT TO TEST 





Here is equipment that gives added power to silent 
selling ... here is a new high standard in serve- 
yourself merchandising . . . here is visible proof 

that the See-’n-Sell will stop them, show them, sell 
them as never before! 

Improvements and new features galore! A new super- 
structure with the perfect height for greatest center 
aisle visibility . . . full-color 3-dimensional pictures, 
more brilliant, more tempting then ever... 
never-fogging 4-plate Thermopane .. . but there’s 
too many other Nelson exclusives to list here — 
you should see them for yourself. There’s 

nothing to match the Nelson Glass Front 
Merchandiser — ‘Built Up To A Standard, 

Not Down To A Price!’ 


Ask For ALL The Details Today! 





PROMPT SHIPMENT FROM NELSON WAREHOUSES: CHICAGO - PITTSBURGH - READING, PA. - HOUSTON - DALLAS. HIGHPOINT, WN. C_- WASHINGTON. D.C. 
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ILLIAM E. CLEGG ot Silverwood Dairies, 
Lrd., London, Canada, was elected President of 
the National Association of Retail Ice Cream 

Manufacturers at the group’s nineteenth annual con- 

vention, held in Chicago September 25-27. Mr. Clegg 

is the first Canadian to hold the position in the grow- 
ing association of retail manufacturers. 

Succeeding him as First Vice President is Mrs. A. 
Marie Mitchell of McClary Ice Cream Company, 
| ynwood, California. As Second Vice President the 
directors named Edwin L. Cheney of Old Mill Ice 
Cream Company, Davenport, lowa. Third Vice Presi- 
dent (re-elected) is Lloyd A. Greene of Bard’s Dairy 
Stores Pittsburgh, Once 
again Carl H. Lindner of United Dairy Farmers, 
Norwood, Ohio, was chosen as Secretary-Treasurer 
and Edwin M. Warder was re-elected Executive Secre- 


tary. 


Company, Pennsylvania. 


New directors are Charles D. Cook, Edwin Cheney, 
James E. Davis, Jack Greene, and Mark Schmidt. 
The board has decided on Buffalo, New York as the 
site of next Autumn’s annual convention with the 
Hotel Statler as headquarters. 

Approximately 600 persons registered during the 
three-day meeting. A. G. Kainz of Kainz Dairy Stores 
served as Honorary Chairman of all cvents and, as 
retiring President, officiated at the Directors’ meeting. 
Mrs. Kainz was official hostess. As Chairman of the 


production and merchandising sessions, respectively, 
Dr. C. W. England and Walter E. Dotterweich ar- 


ranged highly interesting meetings. Most sessions drew 


sizable audiences, despite the great attraction of the 


DISA Show. Members with limited time were forced 








CHICAGO PHOTOS 


Photos taken during Dairy Industry Week in 
Chicago are published in a special section be- 
ginning on page 80 of this issue. A complete 
pictorial presentation and article covering the 
1952 Ice Cream Breakfast will appear in the 
November issue of ICE CREAM FIELD. 














to by-pass either the exposition or the convention meet- 
ings and it is believed that the directors will take this 
fact into consideration when scheduling dates for the 
1954 convention. 

The widespread interest in soft-served products and 
ice milk was indicated by the number of speakers who 
devoted their papers to this subject. At the first pro- 
duction session, authorities such as E. C. Scott of Crest 
Foods Company, Dr. John J. Sheuring of the Univer- 
sity of Georgia, Claude B. Wells, Jr., of General 
Equipment Sales Company, and Professor J. H. Frand- 
sen of Massachusetts delved deeply into the technical 
aspects. Later in the day, a trio of trade paper editors 
summarized the merchandising aspects of these prod- 
ucts and also the substitute fat products situation as 
it affects the industry. 

Leaders in the merchandising program were Ray C. 
Dolish of I. N. Hagan Ice Cream Company, Frank 
Maharg, Jr., of Maharg’s, Robert L. Stephens of 
High’s Dairy Products Company, Clark Sullivan of 
Sullivan Milk Products Company, and David Lindner 
of Lindner Brothers Company. 

Among the guest speakers at the various sessions 
were Hobart McK. Birmingham of Born’s Dairy Com- 
pany, Clyde A. Fowler of Pittsburgh, Howard Poltz of 
Wittig’s Ice Cream Company, Earl S. Prince of Prince 
Ice Cream Castles and Bryce E. Thomson of Miller 
Dairy Farms. Many other members participated and 
special thanks were offered to a key group of supply- 
men who offered valuable papers at the session. As 
Vice Charman of the Production program, Ross J. 
Winning of G. P. Gundlach & Company, arranged 
for the appearance of several authorities including 
George Anderson of the King Company, Earl G. Weed 
of Foote & Jenks, S. J. Werbin of Stein, Hall & Com- 
pany, and Professors W.H. Gregory of Purdue, P. H. 
Tracy of Illinois and W. C. Winder of Wisconsin. 

Guest speakers at the two big luncheons were James 
Q. Dupont of the Dupont Company on the subject 
“A Pattern for Success,” and Allen Abrams, Vice 


(Continued on page 63) 
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OUTPERFORMED THEM ALL 
BY ACTUAL PLANT TESTS! 
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HARRY BURT. President of Burt's Good Humor ice Cream Com- 
pany, Tulsa, Oklahoma, receives from Howard B. Grant, Publisher 
of ICE CREAM FIELD, the silver cups denoting victory in the 





















URT’S Good Humor Ice Cream Company of 
B Tulsa, Oklahoma was awarded first prize in the 
1952 “Idea-of-the-Year” contest sponsored by 
the National Association of Retail Ice Cream Manu- 
facturers. The decision of the association’s Board of 
Directors was announced, after close study of many 
outstanding entries, at the annual Ice Cream Breakfast 
during the annual convention last month in Chicago. 
Purpose of the annual competition is to stimulate 
merchandising ingenuity among members. The award, 
consisting ot two silver Cups, the smaller of which 1S 
retained permanently by each winner, goes to the indi- 
vidual or company who submits “the most constructive 
suggestion for the furtherance of ice cream sales.” 
The contest was initiated last year by the association 
at the suggestion of Ice Cream Fietp. The prizes are 
donated annually by Ice Cream Fietp. The first three- 
time contest winner will achieve permanent possession 
of the larger of the two cups. Franklin Ice Cream 
Company of Toledo, Ohio was the victor in last year’s 


competition, 


Peach Promotion Scores 


A sixty per cent increase in one month’s sales result- 
ing from an effective peach ice cream campaign earned 
the 1952 award tor the Tulsa firm. 

To mark its twenty-fifth anniversary, the Good Hu- 
more concern sponsored the peach promotion in June, 
1952. The company had prepared for the event by 
purchasing the 1951 crop of a select peach orchard, 
having it pureed and held for almost a year. Thus, the 
firm was able to teature this flavor two months ahead 
of its competition. 

Radio, newspaper (see accompanying illustration) , 


In addi- 


tion, free six-ounce cups were distributed to members of 


and point-of-sale advertising was employed. 
local business and civic groups during their June meet- 
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1952 ‘“‘idea-of-the-Year’ contest. 





Peach Campaign 
Wins Contest 






ings. The promotion was climaxed by an Ice Cream 
Breakfast, sponsored by the ice cream company during 
a meeting of the Green-T Club, a business man’s or- 
ganization. More than 180 executives attended and the 
event was publicized in local newspapers. 

Sales of Burt’s Good Humor ice cream increased in 
June by sixty per cent over the same month in 1951. 
Complete details of the promotion were reveald in an 
exclusive article in the August issue of Ice Cream 
Fie. 
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Flevor identification 
with appetite appeal 
in a complete 
carton fomily. 


CARTON OFSIGNS OCCA 

























Today’s volume business comes in the doors of the self-service stores. 
Is your ice cream package a good salesman? Does it tell a quality story to 
women customers? Let us show you efficient, economical ways of using 
modern design to put extra sales strength into your ice cream packages— 
your linerless cartons, fill-freeze pails, counter-fill or 





carry-out pails, and bulk units for home storage. 


You get these strong selling aids with Concora Linerless Cartons 


1. Exclusive use of new, tested stock carton designs. 

2. Special designs created for you by skilled designers. 

3. Color control and fine printing—brilliant and precise. 
4. Vellumite stock—handsome, tough, moisture-resistant. 
5. The handy, easy-to-open Nu-Mode front seal. 

6. Faster, easier packing—by hand or machine. 

7. Delivery from strategically located points. 

8. Approved by manufacturers of automatic packing equipment. 


CONTAINER 
CORPORATION 

OF AMERICA 

Chicago, Illinois, and 23 other cities 
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What's corn 
doing 
35,000 


feet up? 


The casing of the bomb... possibly 
the high explosives inside... both 
require the use of special corn prod- 
ucts in the manufacturmg process. 
These, and hundreds of other corn 
products, have been developed by 
the continuing basic research in corn 
that serves all American industry... 


SeTVCS \ aul. 


Corn products in ice cream and ices 


Highest quality regular corn syrup, 
high conversion corn syrup and dex- 
trose are recommended ingredients 
for various Ice cream, ice and sherbet 
formulas. New techniques involving 
the use of corn products are being 
developed as part of a continuing 
research program at Corn Products 
Refining Company. 

If vou have a production problem 
why not check with Corn Products. 
A complete line of corn products for 
every purpose is available. Technical 
service is yours... no obligation, of 
course. 


CORN PRODUCTS REFINING COMPANY 
17 Battery Place, New York 4, N. Y. 
Moanutacturers of 


PURITOSE CERELOSE GLOBE 
brand cernstyrvup branddextrose brand corn syrup 
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HE problem of bar line efficiency becomes one 
of greater importance each year because each 
year the volume of novelties constitutes a greater 

percentage of the total gallons produced. 

The stick confection was first introduced in the early 
20’s. Since that time, it has been on the continual 
increase. 1950 figures show that about seventeen per 
cent of all ice cream produced was in the form of 
novelties. Some of the larger companies are produc- 
ing twenty-five to thirty per cent of their entire pro- 
duction in novelties. These figures are significant when 
we consider that the labor cost per gallon of novelties 
is about four times that of bulk. In the light of a 
continually growing volume of novelties, the ice cream 
manufacturer can very quickly fall to a very precarious 
economic situation if steps aren’t taken to maintain a 
safe profit margin. 

I don’t need to tell you what has happened to the 
costs of labor, materials, operating and delivery in the 
past few years. Yet in spite of these staggering in- 
creases, the selling price of the product has increased 
very little. This differential has to be made up some- 
where. 

In reviewing the individual costs, we find that there 
are certain fixed costs which can only be reduced by 
greater efficiency of labor and by more efficient use of 
materials. Recently there was a book published entitled 
“Never Leave Well Enough Alone.” The author is an 
industrial designer doing consulting service. He had 
a history of one successful experience after another in 
giving new life to a product by a new analysis of all 
that goes into that product’s materials, manufacture 


By ROBERT W. BEREITER 


Bowman Dairy Company 
Chicago, Illinois 
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Increased Efficiency 
In Novelty Lines 


















and distribution without suffering because of the in- 
hibitions of the old way. Fortunately in our problem 
of bar line production, we are not handicapped by the 
old way of doing things. We are pretty much free to 
apply the maximum ingenuity we can muster. 

In laying out a bar operation there is no one best 
way which will apply to all plants. Each plant has its 
own characteristics which certain features are best 
adapted to. In many cases, the amount of space avail- 
able for a bar operation is a limiting factor to what 
equipment can be used and where it can be placed. 
The volume of business is also a factor in how much 
automatic equipment can effectively be used. These 
factors are an individual problem that must be treated 
accordingly. On the other hand there are certain gen- 
eral practices that can very effectively be applied to all 
novelty lines. 

There was a time when our bar line was operating 
with an average production per man hour of fifty-three 
dozen. We weren’t satisfied with this, so we went to 
work with a stop watch to determine where the slow- 
ups were. We have a ninety-six mold tank that was 
averaging only 740 dozen per hour with fourteen 
persons. By actually timing the various operations, we 
found that the filler man was working well under 
capacity. The man placing the molds in the tank and 
inserting the stick holders, it was found, could easily 
handle more if a minor change were made to make it 
more convenient for him. The man on the defrost 
tank has the molds brought to him on a conveyor so he 
certainly could handle more. An automatic dipping 
machine was purchased to replace the person who was 
hand dipping. We had an automatic bagging machine 
that worked at only about eighty per cent efficiency 
on foil bags. We found that much of the time, the 
line would be operating at over a thousand dozen per 
hour, but at the end of the day, the average was still 
only about 740 dozen. 

Our first step was intended as only an experiment; 
that was to replace the automatic bagger with indi- 


(Continued on page 66) 
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BY F. M. SKELTON 


General Ice Cream Corporation 
Schenectady, New York 








In-Place 


leaning 


Ut airy Equipmen 


N undertaking to discuss In-Place Cleaning of 
I pain, Equipment, it is important that we first 

clearly define the term “in-place” or “in-position” 
cleaning. These terms, along with others that may be 
used loosely to describe various methods of removing 
soil from dairy equipment through the medium of 
flowing solutions of cleansing agents, are being re- 
terred to more generally today as C.I.P. methods, and 
the process as C.I.P. cleaning. For the purpose of con- 
sidering in-place cleaning, we shall, therefore, define 
C.I.P. to enable later discussion of its proper applica- 
tion, as we are doing it in General Ice Cream Corpora- 
tion. 

C.I.P. means simply cleaning-in-position. As such 
it makes no reference to any particular type or design 
of equipment on used, indicates 
nothing specific regarding the manner of its applica- 


which it may be 
tion, and infers nothing of a “permanent” nature. This 
latter is most significant and highly essential to the 
proper understanding of this discussion. To many, 
cleaning in-position immediately connotes among other 
things, the permanent installation and anchoring in- 
position of welded pipe lines, or glass lines. 

I should like to have it clearly understood that we 
are not talking about stainless steel lines with welded 


3) 


joints, or ground joints, or joints so bolted together 
that they cannot readily be opened for inspection. 
Nor will I be talking about glass lines. We have some 
glass lines and our experience with them has been ex- 
cellent. But, in so far as this discussion of C.I.P. is 
concerned, it will not be concerned with such a closed 
system which we may refer to as permanent, in the 
sense that glass lines or welded stainless steel lines are 
permanent. C.I.P. as we are applying it in both our 
ice cream and milk plants, is done with standard 
stainless steel lines and fittings, and other standard 
equipment such as continuous ice cream freezers, sani- 
tary pumps, homogenizer parts, cabinet coolers, and 
separator and clarifier discs and other parts. All pipe 
lines may be broken at gasketed joints at any time for 
inspection when necessary. In other words. we are 
merely cleaning our present pipe lines and other equip- 
ment without structural alteration, in position, and 
without complete daily disassembling and reassembly 
as in conventional manual cleaning. It is this kind of 
C.I.P cleaning that I have chosen to tell you about, 
why we do it and what the results have been. 
Cleaning in-position is not new. The basic principle 
of cleansing and purification by flowing water, the 
flushing away of soil, has been known and used for 
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School was never like this -- 


but times have changed! 


Bottled up in schools and waiting to be uncorked is 
one of the finest potentials for plus ice cream gallonage 
one can imagine 

Twenty-eight million school children form the largest 
“captive” potential market for ice cream novelties. For 
six to seven hours a day, five days a week, these twenty- 
eight million youthful appetites are confined to “on 
premise” locations which only automatic merchandising 
can reach 

From grade schools to colleges, from Podunk to Prince- 
ton, this potential exists. No food product or beverage 
has less resistance to overcome in school placement than 
ice cream. It’s a natural! And no vender is equipped 
to do this iob like the Vendo Dairy-Vend. 

Write today for your free copy of the pictorial story, 


“Automatic Merchandising in Schools”. 


Also furnished upon request are details 
on equipment financing now available. 


Datu Vere 


TRADE MARE 


The Name to Remember in Avtomatic Merchandising 


THE VENDO COMPANY 


7400 East 12th Street Konsos City 3, Missouri 
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centuries. Although in-place cleaning is currently be- 
ing given much publicity, it has actually found wide- 
spread application in numerous phases of the food 
industry for many years, and has been practiced suc- 
cessfully on a commercial scale in the dairy industry in 
certain sections of this country for perhaps five years. 
The washing of milk bottles in soaker brushless type 
washing machines is another commonly accepted appli- 
cation of in-place cleaning, relying upon flowing solu- 
Not to be overlooked also 


is the mechanical dish washer for home and restaurant, 


tion for removal of soil. 


certainly also another application of cleaning in-posi- 
tion with which most of us are familiar. 

This principle of cleaning by circulation is what we 
are using in our C.I.P. work. There is nothing magic 
about it, there is no mystery, no hocus-pocus to it, 
nothing particularly scientific about it, except the prac- 
tical application of certain basic principles of time, 
temperature, pressure, velocity, and cleansing action of 
standard washing powders. 

[ want to say something about cost, first of all, in 
connection with C.I.P., not because we have attached 
much importance to the economy angle or consider it 
of primary importance, not because I believe that is the 
general impression in the industry and among sani- 
tarians. I believe that is a mistake. It is not my in- 
tention to convey the impression either that we are not 
economy minded. We are most certainly. We know 
as everyone else knows that one of the most costly 
and time-consuming tasks in the average dairy plants 


is that of daily disassembling, washing, rinsing, re- 
assembly and subsequent sterilization of sanitary pipes 
and fittings. We know this cost varies from plant to 
plant, and we don’t overlook the wear and abuse of 
fittings and their costly replacement as a result of daily 
manual cleaning. 


Our initial primary interest in C.I.P. was and re- 
mains, the fact that it makes possible cleaner equip- 
ment, a better job, and markedly superior end results 
in comparison with the job done by manual cleaning 
methods. These end results, the physical cleanliness 
of the equipment, have almost without exception been 
declared superior by those health officials and sani- 
tarians who have examined equipment cleaned in-posi- 
tion. Because we believe so strongly in this fact, based 
upon voluminous factual evidence, we are continuing 
to pursue relentlessly and hopefully its further ex- 
tension in our plants, within the limits of official per- 
mission. 

It has further been our experience that C.I.P., be- 
cause it reduces damage to fittings, has gone far to 
eliminate leaks and loss of product. This, in turn, has 
meant less greasy floors, and a minimizing of this 
factor as an accident hazard. It has contributed to 
better housekeeping as a whole, an improved ap- 
pearance in our operating areas and throughout the 
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plant. These things in themselves are no mean ac- 
complishments. 

These are not the only considerations in an overall 
appraisal of C.I.P. Not to be overlooked is the psycho- 
logical effect on the workers themselves. Cleaning 
equipment in-position with the elimination of much of 
the unpleasant conditions and confusion so often as- 
sociated with conventional manual cleaning methods 
can be expected to lend a degree of respectability and 
pleasantness to the job. It is alarming to consider just 
how many potentially good men have been discouraged 
and have left the dairy industry because of initial 
distasteful impressions gained in the clean-up opera- 
tions performed by conventional manual methods. 
C.I.P. methods permit a systematic, engineered ap- 
proach to what so often is an unpleasant, sloppy, dis- 
tasteful job. It has brought about an improvement in 
the morale of men who comprise the sanitary crew 
in our several plants. It is permitting the hiring of a 
higher caliber individual to do the equipment sani- 
tation work, because the job is less distasteful and 
more attractive. 

And what is perhaps as important a consideration 
as any in our application of C.I.P. has been the 
analysis of the piping system for conveying products 
brought about by the plant survey and blueprinting 
of the C.I.P. installation. In most cases, it has meant 
a reduction in the number of fittings and valves and 
dead end tees and total length of sanitary pipe to do 
the job of conveying the products without sacrificing 
anything in the way of operating flexibility. On the 
contrary, it generally permits greater flexibility. We 
have usually been able to simplify the piping system, 
as might be expected from such reduction in number 
of fittings and length of pipe. This has meant a 
neater looking operating area, which further con- 
tributes to the possibilities for improved housekeeping. 

C.LP. cleaning, with the reduction in the amount of 
daily disassembly and reassembly of equipment, has 
reduced considerably the possibilities of recontamina- 
tion of equipment. I don’t need to remind you of the 
carelessness with which paper gaskets are handled dur- 
ing reassembly operations of manually cleaned sanitary 
pipes and fittings. 

These are but a few of the advantages which, among 
other considerations, stimulated our interest in the pos- 
sibilities of C.I.P. cleaning. 

I believe that you are most interested in what we are 
doing now, not so much in what we have done. Suf- 
fice it to say that we have accumulated voluminous 
data on the bacteriological aspects of equipment cleaned 
in-position, sufficient factual information and proof of 
the desirability of C.I.P. Based upon these data, we 
have continued to pursue its extension in cooperation 
with health officials and sanitarians in both our ice 
cream and milk plants. 

Now, how do we go about preparing a plant to do 
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in-place cleaning? From the outset it has been our 
contention that C.I.P. is not something that can as yet 
be written up and presented in such a general way to 
every plant and expect that plant to follow it and 
secure satisfactory end results. Our experience has 
been such that we set each plant up on an individual 
basis and tailor make the C.I.P. program to fit the 
conditions of the plant. Briefly, our approach is about 
as follows: 

1. Survey the piping layout, with a view to simplify- 
ing the piping system, reducng the dead end tees and 
relocating pipe lines, so that a circuit is established to 
provide for circulation of cleaning solution. Where 
necessary, extra sanitary piping or flexible hose is pro- 
vided to complete the circuit. Inlet and outlet headers 
in relation to storage tanks and pasteurizing vats are 
relocated where necessary, to permit breaking the con- 
nections and capping off at these points, to provide for 
a closed system during the cleaning process. 

All in connection with this survey, the circulating 
pump requirement is carefully calculated, based upon 
the length of pipe, number and types of fittings, and 
head developed and the tentative requirement that 
velocity of solution be at least a minimum of five feet 
per second. Actually, we provide for considerably 


> top 


witt Sanroerv 


AMERICA’S FOREMOST 
CONTINUOUS DIRECT-DRAW 
DAIRY FREEZER 








Think of it — you actually earn 
64.4% profic* on every 10-cent cone 
of soft ice cream manufactured and 
dispensed by the Sani-Serv. Serve 
soft ice cream, frozen custard, ice 
milk, and other frosted confections, 
and watch your profits increase. Sani-Serv offers you the 
greatest value in the soft ice cream freezer line: stainless 
steel construction, continuous top speed 

oOperauion, Minimum maintenance, as 
well as compact design. See the new 
Sant-Serv, with Economatic Selector — 
tops in profits, performance, economy. 
using mux costing $1.00 per gallon. 










824 S. WEST STREET ¢ DEPT. IF 
INDIANAPOLIS, INDIANA 
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greater velocity, in the neighborhood of eight to ten 
feet per second. Pump requirements have varied from 
3 H.P. to 7', H.P. in our different plants. All pumps 
are high speed (3450 R.P.M.) stainless steel sanitary 
centrifugal pumps, which serve a dual purpose, being 


used for C.I.P. and handling liquid dairy products. 


? 


2. Next, a detailed blueprint of the proposed pip- 
ing and equipment layout is prepared. This blue print 
shows the location of all gasketed joints, valves and 
other fittings in the completed circuit. It shows also 
the extra sanitary pipe or flexible hose in the circuit, 
the location of the circulating pump and solution tank, 
pump characteristics, identification of equipment and 
direction of flow of solution. The diagram is made 
with the assistance of plant supervision, so that the 
necessary flexibility from an operating standpoint can 
be maintained. 

3. The lines are set up, as shown in the blueprint, 
providing new lines where necessary, new fittings, and 
making all necessary repairs to old fittings. Proper sup- 
ports are provided and the lines pitched to provide 
for self-drainage to low points in the system. 

4. A detailed description of the operating procedure 
to be followed is drawn up after the details are worked 
out by actual experience. These recommendations in- 
clude the actual details of the cleaning procedure, in 
proper order, from the preparation of the circuit each 
day, to the final rinsing and chlorination. 


5. The C.LP. circuit is divided into sections, each 
section being adequately described and identified on 
inspection charts which are also left with the plant for 
their daily use. One or more different sections of the 
circuit are subjected to complete dismantling and in- 
spection each day with the results noted on the inspec- 
tion report forms. This permits complete inspection 
of the entire circuit at least once during the course of 
the week. Once each week, usually on the week-end, 
the entire circuit is dismantled after C.I.P. cleaning, 
carefully inspected and regasketed where necessary. 
In ice cream plants, which usually do not operate on 
Saturday and Sunday, the equipment remains dis- 
mantled during this time, to be reassembled on Monday 
morning. Such an inspection program is worked out 
for each plant to fit the operating schedules for the 
particular plant. These reports are sent in to our office 
at the end of each week, which permits us to follow 
the course of C.I.P. cleaning in each plant. Any indi- 
cation of unsatisfactory results is promptly followed 
up. 

6. One man, or two men were necessary, remain 
in a plant for one week or longer, or as long as 1s neces- 
sary, to properly train the clean-up personnel in C.I.P. 
cleaning procedures, and until the proper routine is 
established and followed. We do not hesitate to admit 
that some resistance is encountered, because long estab- 


Ice Cream Fietp. October 1952 


















KING SHARP FREEZE SYSTEMS 


wow Gene [i eo A 4 | 
INSTALLATION | °~ <2 




































Another plant added to over 
400 of the nation’s finest 
ice cream plants which have 
the capacity to harden well 
over a million gallons a day. 
King Systems give you: 
@ FREEZER QUALITY RETENTION 


@ INCREASED HARDENING ROOM 
CAPACITY 


@ QUICKER HARDENING 


Efficient performance is achieved by two 71/4 ton blower 


units with ducts and anemostats. Located in separate room, 
* ALLOWS RAPID TURNOVER they are defrosted every two weeks, requiring only one 
OF INVENTORY half hour shutdown of each unit ev ery other week. 


@ NO DEFROSTING SHUT-DOWNS 


— “a en, 
_ 


| a 
ss 
: 


@ SIMPLIFIED AND LOW COST 
HANDLING IN HARDENING 
ROOM 


@ FROST FREE ROOMS WITH 
CLEAN MERCHANDISE 


@ ENGINEERED DISTRIBUTION OF 





COLD AIR 
@ UNIFORM TEMPERATURE AND New Hardening room of French-Bauer Ice Cream Plant, 
AIR MOVEMENT Cincinnati, Ohio, where Hardening room capacity has been 
increased 35% with King Sharp Freeze Systems. 
No rebuilding to install a King System in WRITE TODAY = 
your plant: each installation individually for further information—our 
designed and engineered to meet your engineering staff is at your 
specific requirements... service 








Engineers and Manufacturers of 
SHARP FREEZE, 
COOLING, VENTILATING 
HEATING AND DRYING 


902 NO. CEDAR STREET - OWATONNA, MINNESOTA 
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lished routines of older members of clean-up crews are 
necessarily upset. It requires considerable diplomacy 
and tact to sell C.I.P. to the employees. Our most 
important and convincing weapon has been the better 
results received with C.I.P. and the systematic nature 
with which C.I.P. cleaning is performed. 

Special gaskets are provided in the necessary 
sizes, 1°, 1!” and 2°, which we have found to be 
desirable. 

This is the approach to installing the C.I.P. in each 
plant and I might add that no two installations are 
identical, because of physical difficulties in plant design 
and equipment layout. C.I.P. is engineered to fit each 
individual plant. 

The cleaning procedure as far as basic considerations 
are concerned, is similar for each plant. It differs only 
in so far as the details are concerned, ie., types of 
equipment, number of points to be disconnected, num- 
ber of pieces of equipment, location of pump and solu- 
tion tank. In this respect, then, the cleaning pro- 
cedure too is engineered to fit the individual plant and 
no two are exactly alike. In methods improvement 
parlance, the cleaning prox edure consists of three parts: 


i—The make ready. 
2—The do. 


3—The put away. 


The Make Ready. In the preparation of the pipe 
lines and other equipment for C.I.P. cleaning, there 
are several important considerations. As much of the 
lines and other equipment are rinsed in position as 
would normally be done in manual cleaning. Then, 
all connections to and from storage tanks, pasteuriz- 
ing vats, and other equipment are broken and the main 
line capped off at these points. This provides for a 
closed system and no dead ends. Upper and lower 
headers at storage tanks and pasteurizing vats are 
connected using in most instances stainless steel sani- 
tary pipe which is used only for this purpose. Flexible 
tubing such as Tygon may also be used. In other 
words, all “appendages” which might otherwise repre- 
sent “dead ends” are removed. In the case of ice cream 
freezers, rotary seals and rotors are removed from the 
mix and ice cream pumps, gauges and air valve as- 
sembly units are removed and all points capped off 
or stoppered by use of Neoprene stoppers. 


With these things done, there should now be a com- 
pletely closed circuit starting and ending at the solu- 
tion tank. We are now ready for the second part of 
the operation. 

The Do. The systera is rinsed, by pumping water at 
110 Deg.—120 Deg. F. through the system and dis- 
charging it to the drain. Rinsing is continued until the 
discharged water runs clear. The required time and 


NEW OUTSTANDING 


KNOCK-DOWN 


LOW 


TEMPERATURE 
STORAGE BOXES 


ICE CREA“M and FOOD 
SKD 360 | Bat c# | DISTRIBUTING PLANTS... 
LOW . — ae DAIRY and FOOD STORES... 
TEMPERATURE | ms .¥ —— RESTAURANTS... INSTITUTIONS 
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Write for descriptive literature 
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GRAND RAPIDS CABINET COMPANY 


427 ALABAMA ST. GRAND RAPIDS, MICHIGAN 
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Shown: Reproduction of Egg Nog 
pe Dobos ond too Cream phan Poster, 13x20 in full colors. 


iscriminating Dairies and Ice Cream plants. ne h 
: 5 free with each case. 


wit 1 the help of this 6-point ©) =e 
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‘POWERFUL PROMOTIONAL PLAN 


PREMIUMS: consisting of either Egg NEWSPAPER MATS: choice of 7 
Nog Bowl and 6 cup set or Egg Nog AN designs for Egg Nog Ice Cream and 
Egg Nog Drink. 


Pitcher and 6 cup set. 


The Egg Nog Mix with a 18 
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TRUCK SIGNS: 21x27 weatherproof 


signs in holiday colors. 


Z)) FULL-COLOR POSTERS: for Egg 
(4 Nog Drink, Ice Cream, and Premiums. 
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BOTTLE COLLARS, BOTTLE CAPS, 


™m RADIO SPOT ANNOUNCEMENTS: 
DOORKNOB HANGERS. ¢ 


O) featuring Egg Nog Drink and Egg Nog 
” Ice Cream. 























QUICK SHIPMENTS from 


warehouses in: 
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Boston EXTRACT & PRESERVING CO 


and from factory in St. Louis 
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VANILLA 


With ice cream it's the flavor that is the most 
important factor in bringing customers back. 
They always return for more when the flavor 
suits their taste . and the easiest way for 
you to get your share of the ‘repeat’ business 
. is by serving NORTHVILLE Vanilla. 
NORTHVILLE Vanilla gives you the ‘‘added- 
extra’ needed to make good vanilla. Only 
choice ingredients compiled by skilled flavor 
technicians, and the prime vanilla beans, are 
used in the preparation of uniform, pure, rich- 
flavored NORTHVILLE Vanilla. The most dis- 
criminating tastes are more than satisfied. 


Why not put the finest of all vanillas to work 
for you . and insure your getting the prof- 
itatle “repeat” ice cream traffic. Your cus- 
tomers will love it. 


See you at the SOUTHERN ASSOCIATION OF ICE 
CREAM MANUFACTURERS—NEW ORLEANS 
NOV. 11-13 — Headquarters: JUNG HOTEL 


LABORATORIES, INCORPORATED 


NORTHVILLE 
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amount of water are established by running turbidity 
tests on the discharge water. 
The system is then drained. 
All valves and valve seats are washed manually by 
brushing and rinsing and returned to position. 
Cleaning solution is made up in the solution tank as 
follows: 
50 gallons water at 125 Deg. F. 
| pound of general purpose cleaner 
4 Ozs. sodium hypochlorite solution 


All other fittings, including pump and freezer parts, 
lengths of sanitary piping, valves, clarifier and separator 
discs, homogenizer parts, etc., after rinsing are placed 
in stainless steel baskets and placed in the solution 
tank. 

The cleaning solution is circulated through the sys- 
tem, for a period of time which varies from plant to 
plant for obvious reasons. We have found, however, 
that twenty minutes seems to be a safe minimum. The 
time may be extended if it is found necessary. During 
the circulation of solution, the outside of pipe lines 
and equipment are washed using solution that is al- 
lowed to leak from gasketed joint. It may be neces- 
sary to add make-up solution to the tank to maintain 
the desired level in the solution tank. Temperature 
must also be maintained. In this connection, we use a 
recording thermometer so that we have a record of the 
clean-up operation in terms of time and temperature, 
similar to that on a pasteurizer recording thermometer 
chart. 

At the end of the circulating period, the cleaning 
solution is discharged to the drain and the system 
drained. Valve plugs are swung around several times 
in their valve seats to work washing solution around 
the seats. 

The system is then rinsed by pumping water at 115 
Deg.—120 Deg. F. until all traces of alkaline wash- 
ing powder and chlorine are removed. Time required 
and amount of water required are established for each 
plant. All equipment and pipe lines in the C.I.P. sys- 
tem are rinsed on the outside and wiped dry with 
sponges, where it is practical to do so. 

The system is completely drained by opening it at 
low points, freezer heads are opened to allow for com- 
plete drainage and the reassembly operation begins. 

A different section of the system is opened up each 
day for complete inspection. Complete disassembly is 
done once per week for complete inspection and re- 
gasketing where necessary. 

Finally, the equipment is chlorinated in a routine 
manner, just prior to use, on the following day. 

What about results to date? During the past six 
months we have been cleaning many thousands of 
feet of stainless steel sanitary pipe and thousands of 
fittings of various kinds and approximately seventy-five 
continuous freezers in the manner just described, with 


results that have been superior to those previously 
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secured by conventional manual cleaning methods. It 
may be interesting to note here that most instances of 
unclean equipment reported in our many plant in- 
spection reports during this period have involved equip- 
ment cleaned manually. We can only say that the 
results have been satisfactory and we are continuing 
to develop refinements in the practice of C.I.P. clean- 
ing and to extend its application. 

In any discussion of equipment sanitation, as it may 
directly or indircetly affect food quality, we are im- 
mediately confronted with the realization that its pub- 
lic health aspects are of great importance. This func- 
tion of providing safety and quality in the food stuffs 
offered for consumption by the public and the mag- 
nificent contribution by regulatory officials to the ad- 
vancement of the public health need no elaboration 
here. It goes without saying that C.I.P. cleaning pro- 
cedures as they may affect good quality, must also be 
viewed from the potential significance of its public 
health aspects by public health officials and sanitarians. 

Health departments and other regulatory officials 
in various capacities who have permitted C.I.P. clean- 
ing procedures of various kinds still consider them to 
be more or less experimental in nature. Test results 
secured in one locality are not readily accepted in other 
areas. We must confess a personal feeling of ap- 
prehension because of the confusion that today exists 
regarding C.I.P. and because of misguided efforts 
which further confuse and delay its progress through 
the setting up of recommended procedures and equip- 
ment standards, and a failure in many instances to 
look to the end result rather than the method as the 
real criterion of the effectiveness of C.I.P. 

O. A. Ghiggoile, Chief, Bureau of Dairy Service, 
California State Department of Agriculture, has made 
the following statement: “It is my feeling that 
regulatory officials unless strictly prohibited by law, 
should look to the end results rather than stay with 
old practices, particularly if such developments are a 
decided advantage and accomplish results in a more 
practical and economical manner. We should take the 
position that our main concern is to have a properly 
washed, cleansed and sterilized pipe line, regardless of 
the manner by which it is accomplished as long as 
public health and quality of the product are not 
jeopardized.” 

Where state laws specifically prehibit C.I.P. clean- 
ing of pipe lines by stipulating that equipment must 
be dismantled for cleaning after each use, then the 
industry and the regulatory officials should seek to 
cooperate by allowing the use of C.I.P. procedures on 
an experimental basis and collect sufficient evidence in 
the form of end results to indicate the advisability of 
changing the law to permit it. 


This article is based on a talk given during the recent Cornel! Uni- 
versity Dairy Industry Conference. 
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HOW TO AVERAGE 
MORE EXTRA 
DOLLARS 





SAVINGS ON DRY ICE ALONE PAY FOR 


Ke KOI 


@ When retail drivers sell ice cream they make more money .. . 





know their customers better .. . sell more milk and by-products 
because they're exposed to the customer. You make more every 
day on every retail truck . . . sell more ice cream than your better 
wholesale stops, with much less investment ... it's actually being done. 

Dairies everywhere look to Kari-Kold—the original mechanical 
refrigerator for retail trucks—for the built-in extras in rugged con- 
struction demanded by job-tested engineering. You can pay less 
... but you won't get the value ... and eventually you'll pay more. 

The maximum convenience of Kari-Kold makes it the preferred 
unit. . . drivers know the importance of no rehandling—and the 
30-hour holdover saves many minutes—moakes them want to sell 
ice cream. Kari-Kold holds more—there's a unit specifically de- 


signed to fit every truck— 


Write Today 


for this booklet “HOW TO INCREASE 
PROFITS WITH ICE CREAM SALES FROM 
RETAIL MILK ROUTES" it's FREE. Read 
corefully the complete review of this extra- 


4 
(Bi og / 
fa / 
profit opportunity in ice cream sales to your 


retail milk customers. Write to— 


Kae Kald COMPANY, 263 BRIARWOOD AVE. S. E. GRAND RAPIDS, MICH. 
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SP plus | 


Strawberries | 


Why new c plus | makes hetter 


@ Sugarnul’s new 2 plus 1 pack is a mile 
in the manufacture of better straw- 
berry tce cream. It has many advantages 
over frozen strawberries for ice cream plants 

natural flavor, natural better 
texture, full use of the sugar, no further 
processing, sterile, does not become icy in 
the ice cream, no cold storage needed, can 
he fed through fruit feeder without tear 
ing, 


stom 


color, 


saves. 


@ lhe way to sell more Strawberry Ice 
Cream and to make more money from tt ts 
to capitalize the natural color and flavor of 
Sugarnut’s 2 plus | Pack sugar pene- 
tration assured . no flavorful juices and 
weight lost no icy hard fruit lumps in 
the ice cream no expensive labor for 
processing no cold storage costs. No 
flabby ruptured frum with artificial color 
and flavor to be added. 


t Sugarnut help. hui 


@ Packed only in No. 10 Tins... no 
drums or pails .. . plants will appreciate 
the convenience of this package of Sugar- 
nut’s New 2 plus | Strawberry Pack for 
ice cream. It is kept in ordinary storage. 
It is ready to use when the can is opened. 
Chere is no thawing with the juice run- 
ning out. 


@ We will be glad to send you a No. 10 
Tin of the new Sugarnut 2 plus 1 Straw- 
berry Pack free so that you can prove 
these advantages in your own plant. Every 
can contains 5 pounds of Strawberries and 
21, pounds of Sugar . 2 plus 1. Save 
the headaches . . . advance planning, ume 
and labor lost using frozen pack. Wire or 
phone (MAtin 3069-3070) or write The 
Standard Fruit Product Company, 208-210 
Main Street, Cincinnati 2, Ohio. 
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ice cream 
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@ No 
1 Strawberry 
pounds of 


NUTSHELL 


10 Tin of Sugarnut 2 plus 
Pack contains 5 
fruit and 2%, 
of Sugar 2 plus l 

these 


pounds 
Four of 
equals 30 pounds of 
Frozen Strawberries in 2 plus 1 
pack (which contains 20 pounds 
of frozen fruit and 10 
of sugar.) 


cans 


pounds 


@ But when these frozen berries 
are thawed out, the cells are rup 
tured the juice runs out 
the sugar is on the bottom of the 
package the texture is flabby 
the thawed berries are torn 
when put through the fruit feeder 
lost flavory juices make nex 
essary added artificial flavor 
acidity must be adjusted for flavor 
color must be added. With 
sugar penetration the 
berries become icy in the finished 
product 


out good 


@ Sugarnut’s new 2 plus 1 pack 
avoids all of these minuses. It 
saves production problems and 
money. It makes a better product’ 


volume 
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SHOPPING CENTER (Styer- 
towne, New Jersey) outlet of 
Bond's Ice Cream Company has 
window for curb service [at 
right, partly obscured by auto- 
mobiles} and large neon signs 
overlooking highway which at- 
tract passing motorists. 





Shopping Lenter Uutlet Opens 


NE ot the phenomena of contemporary Ameri- 
():: civilization is the shopping center, custom- 
arily located in a suburban area and composed of 
diverse retail establishments. 
These business communities invariably can boast of 
characteristics which 


certain inherent 


exert a pro- 
nouned influence on consumers’ buying habits. 

For one thing, parking space is a major attraction 
in itself, especially to city dwellers accustomed to allo- 
cating sizable amounts of time during shopping tours 
to the problem of finding space on the street tor the 
family car. 





LIMITED MENU with emphasis on ice cream 
is featured in Bond's new retail outlet. Store 
has twenty-five stools and does big take-out 
business. Opening day was July 15. 





Of course, no sooner is one shopping stop concluded 
than the procedure must be undertaken again. And 
again. And again and again, for as many times as there 
are stores on the shopping list. 

The shopping center, with its extensive range of re- 
tail stores and products, eliminates this wear-and-tear 
on the automobile and reduces shopping to a one-stop 
process. From the time the consumer leaves his car, 
he is within range of virtually any product he needs or 
can think of. 

From the store owner’s viewpoint, membership in 
such an enterprise enables him to profit from his 
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neighbor’s store trafic. Statistics have shown that 
comparatively few visitors to shopping centers confine 
their purchases to a single store. 

The foregoing factors are said to be responsible for 
the decision of the Bond Ice Cream Company of Mont- 
clair, New Jersey to lease space for its third retail store 
in the new Styertowne Shopping Center, near Clifton, 
New Jersey. The company’s other retail outlets are 
in Upper Montclair and in Cedar Grove. 

Construction is still going on in the Styertowne 
area, described on a highway billboard as “New Jersey’s 
fastest growing city within a city.” The first store 
in the business community opened for business about 
two years ago. Today, Styertowne has its own post 
ofice and bank, and the stores which comprise the 
center sell drugs and cosmetics, household pets, cloth- 
ing, food, liquor, gifts, sporting goods, appliances and 
other products. There is parking space for close to 
2,000 cars. 


Store Is Three Months Old 


The Bond store was opened on July 15. George 
Bond, President, and Bob Bond, Vice President, vet- 
erans of fourteen years in the ice cream business, 
supervise operations in the new establishment, while 
George Grandchamp is store manager. 

Emphasis is placed on ice cream, with more than half 
the items on the limited menu made at the fountain. 
Perhaps the biggest play is accorded the copyrighted 
dairy drink called the “Awful Awful.” This twenty- 
four ounce concoction derives its name from the 
slogan “awful good—awful big.” To promote the 
drink, Bond’s offers one free to any customer who 
consumes three at one sitting. Persons earning the 
free drink receive buttons and cards signifying mem- 
bership in the “Guzzlers Club.” About 400 “Awful 
Awfuls” at thirty cents each are sold each day, and 
the store’s two Multimixers are busy constantly dur- 
ing store hours (8 A.M. to midnight on Mondays 
through Saturdays, and 2:30 P.M. to 10:30 P.M. on 
Sundays). 

Another ice cream specialty created at Bond’s is the 
“Pig’s Dinner.” This is served in a wooden dish, paper 
lined, and consists of four scoops of ice cream, a 
whole banana, three varieties of toppings and whipped 
cream. It sells for seventy-five cents. Store patrons 





“AWFUL AWFUL" —a twenty-four-ounce dairy drink—is featured 
in the new Bond store. In the top photo, store manager George 
Grandchamp, President George Bond and Vice President Bob 
Bond (left to right) drink an appropriate toast. The center photo 
shows the shining soda fountain and the preparation of one of the 
renowned Bond sundaes. The bottom photo shows the take-out 
section of the new store, located just behind the pass-out window 
used for curb service. 
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who buy one and finish it (some dont!) receive a 
button which declares “I was a pig at Bond's!” 

Continuing on the “different” side, Bond’s serves a 
line of “High Boy” sundaes at thirty-five and forty 
cents each. These come in a soda glass, and consist of 
three P.C. scoops, whipped cream and a cherry. 

A great many regular and small sundaes are featured 
also. Ice cream sodas, milk shakes and freezes round 
out the fountain line for store consumption. These 
supplement the sandwiches and salads which comprise 
the Bond’s menu. 

Despite its limited size—the store’s area measures 
twenty-five by forty-two feet—Bond’s achieves an ap- 
preciatle take-out business. One section of the store 
is set aside for that purpose, including a pass-out 
window for automobile service. Half-gallon packages 
are sold at $1.40 each and all other ice cream is hand- 
packed. A large scoop ice cream cone is sold for 
htteen cents, two scoops for a quarter. Other retail 
prices are one-half pint, thirty cents; one pint, fifty- 
five cents; and one quart, one dollar. Seventeen flavors 
of ice cream and ices are available. 

The Bond management reports that the “Awful 
Awful” is a favorite of take-home customers. For this 


trade, the drink is served in twenty-four-ounce Cups 


Ff 


designed by American Paper Goods Company. The 
price is the same as that charged at the fountain. 

To accommodate its customers, who come mainly 
from near-by New Jersey cities, the Bond store has 
twenty-five stools. Fountain equipment, provided and 
installed (as was the entire store) by the Grand Rapids 
Cabinet Company, includes two eight-hole ice cream 
cabinets, two six-hole units, one four-hole cabinet, a 
360-gallon storage cabinet in the kitchen, and a double- 
station soda fountain unit and accessories. 

In addition to the manager, the store employs four 
full-time waitresses and fourteen part-time personnel. 
The work schedule is divided into two eight-hour 
shifts, excepting Sundays when one shift suffices. 

Under Mr. Grandchamp’s direction, the store’s em- 
ployees stress cleanliness, quick service and courtesy. 
In the case of patrons who come from industrial plants 
in the vicinity of Styertowne and who usually have only 
thirty minutes for lunch, speed becomes a major lure. 

But the principal trade lures are the quality of 
Bond’s ice cream and the pleasant atmosphere of the 
new store. These factors, abetted by some ingenious 
merchandising, make it certain that Bond’s ice cream 
store long will be one of Styertowne’s most contented 
tenants. 


se, BILL KIRCH SAYS: 


WS 2 yA 
Z ~~ ae 


“Wilbur lures more customers 
than any other coating. People 
go for its real chocolaty-choco- 
late flavor like hungry trout 
after a fly...That’s why 
Wilbur coating sales are 
UP in my territory.” 


William J. Kirch covers the big Philadelphia, Baltimore 
and Washington territory for Wilbur Chocolate Coatings. 
He is an experienced chocolate man and manufacturers 
in his part of the country have learned to rely on his 
advice and judgment in selecting just the right coating 
for a product. 


ILBUR 
CHOCOLATE 
COATINGS 


WILBUR SUCHARD CHOCOLATE COMPANY, INC. e LITITZ, PA. 
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OW to convert a drug store 
owner into an enthusiastic 
purveyor of ice cream is the 

theme of the following story. 

The time is last November. The 
place is the Hillsboro Pharmacy in 
Hillsboro, Oregon. The proprietor 
is Paul Wishart. His problem at 
that time was the disappointing gal- 
lonage achieved at his store’s soda 
tountain. The problem was height- 
ened by the fact that Mr. Wishart’s 
store has the largest fountain-lunch 
operation in Hillsboro, with a pro- 
portionately high amount of space 
allotted to this department. 

It was about that time that a 
representative of Damascus Ice 
Cream Company, a Carnation 
Company subsidiary, called on Mr. 


Hillsboro Pharmacy | 
Takes pleasure in 
introducing | 


Damascus 


ICE CREAM | 
to ifs 
patrons 
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Chvidren mus? be eccompormed by porents 
j Store Hours 8 am. to 10 p.m. 
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} PAUL WISHART, Owner 
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HILLS BORG 
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Wishart. While waiting to see him, 
the ice cream salseman observed 
that there was no ice cream pro- 
motional material at the fountain. 


fountain 
properly 
trained in operational techniques, 
nor were service methods adequate. 


that 
were not 


He also noticed 
waitresses 





DAMASCUS 


Treat of the Month 


Eggnog Ice Cream 


at 


Hillsboro Pharmacy 








Enjoy a FREE Sample 


While shopping Soturdoy, December 15 
from lO am to 6pm 





Children must be occompormed by porent 


Store Hours 8 am. to 10 pm 


Hillsboro Pharmacy 


PAUL WISHART, Owner 


243 £. Mein Street Phone 311 
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The representative explained to 
Mr. Wishart how an effective mer- 
chandising program would greatly 
increase his ice cream sales and 
would help reduce fountain operat- 
ing costs. He arranged to return 
the following day with an outline 
of a definite training and pro- 
motional program. The following 
program was submitted the next 
day: 

Fountain Training Program. 1. 
Series of movies covering every 
phase of fountain operation to be 


Personal 
instruction to be given on making 
fountain dishes and ice cream dip- 
ping techniques. 3. Instructions to 
be given to Mr. Wishart and his 
fountain manager on costing foun- 
tain dishes. 4. A continual follow- 
up to be carried out to insure that 
the waitresses practice what they 
learn. 

Introduction and Promotion Of 
Damascus Ice Cream. 1. A demon- 


shown to waitresses. 2. 


strator to give free samples of 
chocolate sundaes on Saturday, De- 
cember 8, and free samples of egg 
nog ice cream on Saturday, Decem- 
ber 15. 2. Advertisements (see ac- 
companying illustrations) and ap- 
propriate window signs to announce 
the free ice cream samples at Hills- 
boro Pharmacy from 10 A.M. to 
6 P.M. on these two dates. 3. Dis- 
plays to be set up at the fountain 
and in the front window featuring 
4. New 
window and fountain displays to 
be installed each month to promote 


ice cream to take home. 


Damascus ice cream and treat-of- 
the-month special. 

The first month Damacus sup- 
plied the Hillsboro Pharmacy, ice 
cream sales increased to ninety gal- 
lons as compared to sixty gallons 
during the preceding summer 
months. The fountain training 
program effected a substantial de- 
crease in the Hillsboro Pharmacy’s 
operating expenses. 


Food Store Sales lips 


r HE ice cream salesman has an exceptional op- 
LT portunity to further build profitable gallonage in 
tood stores. 

However, while most food store managers have be- 
come keenly aware of the direct and indirect profit pos- 
sibilities of ice cream, there are sul some who treat it 
as an unwanted stepchild. 

Perhaps they tolerate its presence in the store. But 
they are quite uncooperative in doing anything to build 
sales. What can we do to get their cooperation? 

Well, obviously they are in business to do business 
and make a profit. So we had better penetrate their 
minds with a realization of just how profitable ice 
cream is to them, both directly and indirectly. 

In many cases it is not enough just to tell them that 
in the average food store, ice cream turns forty-seven 
times per year against sixteen times per year for all 


foods. Or it isn’t enough, for instance, to remind them 
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that it shows a gross of twenty-five per cent, or more, 
against a gross of nineteen per cent, or less, for all 
foods. 

Let’s make this more interesting and concrete 
with a pencil and a sheet of paper. Let’s consider buy- 
ing fifty gallons of ice cream at perhaps $1.50 per gal- 
lon and comparing it with an investment of an equal 
amount, namely $75 in average food store merchandise. 

Every time the food merchant moves this $75 worth 
of ice cream he makes $18.75. Since he moves it 
forty-seven times a year, it yields him $881.25 in twelve 
months. 

In contrast to this, every time he moves the $75 worth 
of average foods at a profit of nineteen per cent, he 
makes $14.25. Since, he moves this only sixteen times 
per year, it yields him only $228 in profit or very 
slightly more than one-quarter of the profit he ob- 
tains from the same amount of money invested in ice 
cream. 

Ice cream yields him another benefit. It occupies a 
relatively small amount of floor space. This leaves him 


By G. P. GUNDLACH and C. W. ESMOND 


CG. P. Gundlach and Company 
Cincinnati, Ohio 
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New Frigidaire HY-VWIZ Zoro Solf-Corver 


Sells more with wide-open display ! 
Keeps even top packages zero cold! 





This remarkable Frigidaire HY-VIZ 
Ice Cream Cabinet has unusually 
high visibility and low temperatures 
combined 1n one cabinet. A combina- 
tion that means more ice cream sales 
than ever before. 


More Merchandising Appeal! The 
“picture window” front plus wide- 
open top means every package is in 
full view, right at the customers’ 
finger tips no searching no 
stretching. And there’s a colorful, 
brightly lighted superstructure that 
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frigidaire ....... 


makes customers stop —look —buy ! 
So watch impulse sales soar ! 


What cold! Frigidaire’s unique 
Flowing Cold system envelops the 
display area on all 6 sides with sub- 
zero air. So all packages stay solidly 
frozen. Shoppers don’t have to root 
down to find a package that will pass 
the “squeeze test."” And customers 
like the way ice cream slays hard 
frozen longer after leaving a Frigid- 
aire HY-VIZ cabinet. 

For more information about this 





1 Line of Ice Cream Cabinets 
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HY-VIz Zero Self-Server, call your 
Frigidaire Distributor or Factory 
Branch Office, or write Frigidaire 
Division of General Motors, Dayton 
1, Ohio. In Canada, Toronto 13, Ont. 


HAS AUTOMATIC 

DEFROSTING, TOO! AND 
MOVABLE DIVIDERS FOR 
REAL FLEXIBLE DISPLAYS 











more space tor his other less profitable toods. One per 
cent floor space devoted to ice cream equals two [to 
three per cent of total dollar sales in the food store 
and sometimes as much as four and one-half per cent. 
Chis ts of vast importance to the food store operator 
depending on huge volume handled on very narrow 
margins to make a success of his enterprise. 

Well, suppose we do get his enthusiasm aroused 
so that he agrees to go along with us and really 
merchandise ice cream. What shall we get him to do? 

Well for one thing, we had better see that he has 
sufhcient cabinet capacity both for display and for 
storage. It is important that the store shall not run 
It is also desirable not 
to have to make many deliveries. 


out of ice cream at any time. 


Some stores prefer not to be bothered taking in ice 
cream more than once a week. The ice cream manu- 
facturer usually likes that arrangement too. This calls 
for sufficient storage. 

Maybe another display cabinet in a slightly different 
location would profitably step up sales. One store 
operator has reported installing an extra cabinet across 
the aisle from the first display cabinet. Sales stepped 
up from 2,050 gallons to 4,175 gallons in a six-month 
period. 


How vastly more profitable was the cabinet thus in- 


NULOMOLINE 


L quid ugar 


the quality liquid sugar for quality ice cream 
' . always uniform . . made by a manufacturer 
with over 40.years of KNOW-HOW and exacting 
standards. 


shi L4 “cu im. 


uss 


. 


CONSIDER THESE ADVANTAGES: controls batches 
. . . decreases labor costs . . . increases production 
. eliminates bag dust, lint, and sugar spillage. 





TANK CARS — TANK WAGONS 


Order direct or through your Sugar Broker 








THE NULOMOLINE DIVISION 
AMERICAN MOLASSES COMPANY 
120 Wall Street New York 5, N. Y. 


Plants at 
BROOKLYN, N. Y 


CHICAGO, ILL. 


LOS ANGELES, CAL. 
MONTREAL, CANADA 
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stalled than if it had been placed in some nondescript 
hard-to-deliver stop where sales at best might only have 
run forty or fifty gallons a month. The latter kind 
of cabinet investment, considered with the additional 
cost of servicing would be, comparatively speaking, a 
wild extravagance. The investment of an extra cabinet 
in a well-proven high traffic location already being 
serviced proved to be the thriftiest kind of an invest- 
ment imaginable. 

Another important factor is to make and keep the 
tood shoppers keenly conscious that ice cream is avail- 
able while they are moving about the store making 
their food selections. In times past, the reluctant food 
store operator has seemingly tried to keep the shop- 
pers ignorant of the fact that ice cream is available. He 
refused to permit appropriate and colorful advertising 
to be displayed to make known the fact that delicious 
ice cream was available and that it was available in 
certain appealing flavors and in certain specific pack- 
ages. 

The location of the ice cream section should be 
marked by suitable signs. These should be visible 
throughout the store. They should, if possible, be 
supplemented in different sections of the store with 
directional arrows. 

As already suggested, it is not enough to simply 
remind shoppers that ice cream is available in a certain 
part of the store. They should be told what flavors 
The full force of 
ice cream’s taste appeal should be used to tempt them 
to buy and to buy freely. 


are available and in what forms. 


The packages, the cartons, should portray the de- 
licious nature of their contents. The product and the 
fiavors used to enhance it, fruits, nuts and whatever 
else, should be pictorially presented so as to whet the 
shopper’s ice cream appetitite to the buying point. 

In selling this line of action to the unthinking food 
store operator, you run into difficulties. He objects that 
it he features your brand of ice cream thus he will 
be in hot water with a lot of his other suppliers. He 
will have to feature their products similarly and he 
will have too much advertising in his store. 

Here is the place to use the profit information pre- 
sented at the beginning of this report. Remind him 
that after all he is in business not to have his sup- 
pliers approve what he does or doesn’t do, but to sell 
as much as possible of the qualities and kinds of merchan- 
dise that make him the most money. So if he chooses 
to give a lot of prominence to ice cream which yields 
about four times the profit per dollar invested in other 
merchandise, and which makes his floor space two or 
three or four times as productive as he can make it 
with other merchandise, that is strictly his business and 
his suppliers will please not interfere. 
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WHAT EVERY WOMAN KNOWS! 
An Attractive and Tasty Dessert 
Makes An Ordinary Meal_A Party 


That explains why 


MACAROON 


ICE CREAM ROLLS 


are continually more popular. And 
they are more profitable too, for 
hundreds of manufacturers with 





Inexpensive ... Easy-to-Use 


WIRE MOLDS 


AVAILABLE IN You will marvel at the ease, speed and ECONOMY 


























= of making MACAROON ICE CREAM ROLLS with the 
ie QUART AND novel WIRE MOLD METHOD. 
18 OZ. SIZES We supply everything you require to produce this 
LLbibal ‘, profit-making and sales boosting item—wire frames, 
he J discs and liners ‘shown at left) and delicious maca- 
/ QUART serves 7 to roon crunch, window cartoons and colorful point-of- 
\ y 9 portions. sale posters. 
 & h/ > Wel oe... 
more popular than A REALLY DIFFERENT 
ra ever. Serves 4 to 5 ‘ 
generous portions YEAR "ROUND SPECIALTY 


fi) Mn . — 
nae joe Cream Rou - 











Quart and 18 oz. roll cartons 





specially imprinted in quanti- 
ties of 1,000 or over at no 
HERE’S ALL YOU NEED 


pee extra cost. Don't delay, get 
wire mold frame and inexpensive, . 
paper liners and discs. started right away. 

PATENT PENDING PEEVE 
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Write or Wire Today For Full Information 


LUDWIG-LOCKHART COMPANY 


318 NORTH THIRD STREET MINNEAPOLIS 1, MINN. 
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MAHARG'S NEW outlet features line-up 
of self-service ice cream cabinets and 
center island display of related merchan 


dise. Three of the six cabinets are shown 
above. Note the air conditioning unit 
near the rear wall. 





The Policy Is © 


‘N OMETHING new has been added to Maharg’s 
S ice cream business in Dayton, Ohio. In fact, it’s 
an innovation to the ice cream business in general 

a completely selt-service operated store! 

Even before ice cream cabinet manufacturers started 
to build open-top cabinets, the Mahargs—Frank, Sr., 
George, and Frank Jr —were thinking about the pos- 
sibilities of a self-service type of business for their own 
stores. There was only one way to find out if the idea 
would be a success and that was to open up a new, 
self-service store. The Mahargs did just that. 

The new place was formally opened on June 13 of 
this year and so far has been a great success. It has 
the same modern, clean appearance as the other four 
stores—the only difference being in the type of cabinets 
used. These new units are glass-front, open-top Frigi- 
daire cabinets, and there are three located on each side 
of the store. One side contains the regular (12', 
butter tat) grade ice cream and the other a richer 
grade (16°, butter tat). These sell equally well. The 
cabinets provide the customer with a full view of the 
merchandise and place it within easy reach, important 
factors in self-service merchandising. Packaged pints, 
quarts, halt-gallons, and gallons are kept at below 
zero temperatures in these cabinets. 

In the center of the room is an island display of 


related supplies, such as nuts, s\ rups, ice cTeam CUDS, 


S50) 


Help Yourself! 


cookies, and candies. Next to this display is a small 
counter where the customer pays for his merchandise. 
The clerk also works from this centrally located posi- 
tion, so that she can be of service to customers if 
needed. 

Like all other Maharg stores in Dayton, this one is 
located in an outlying shopping district. These dis- 
tricts are located where most of the nearby people do 
much of their buying, including ice cream. 

The store is air conditioned by a self-contained, 5 
horse-power air conditioner located near the back wall 
and next to a standard, 8-lid cabinet holding frozen 
novelties. The Mahargs say that air conditioning is 
a “must” in their stores, especially the new, self-service 
store where customers tend to spend more time shop- 
ping. It causes customers to linger, thereby increasing 
impulse sales during extremely hot weather. 

These people have been in the ice cream business 
since 1912, making fancy ice creams and novelties as 
well as bulk, and selling their merchandise through 
catering, phone, and their own retail stores. From 
their long and varied experience, they feel that self- 
service is a “natural” for stores of their type, because 
of its wide customer acceptance in food stores, and 
because one person can handle the management of the 
store. Also, it means faster service for more customers 
with little or no waiting during rush periods. 
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Your Guarantee why look the other way when you buy 
3 - diene osha ad | 


We specify Vanilla Bean 


content on every ship- 
ment of specification 
powders and Vanilla ex 
tracts 


Keep your eye on the label to be sure you're 
getting all the Vanilla bean content you pay for. 


hi When you buy, we specify! You see the exact Vanilla bean 
content on every snhip- MOlinil@rliid at milk ade a’ shipment of extracts and powders. 


ment of pure Vanilla! Look ahead...rely on AMERICAN FOOD! 
It's the Vanilla flavor folks favor! 


We specify Vanilla bean 


860 Atlantic Avenue, Brooklyn 17. N. Y. 


3968 NORTH MISSION ROAD, LOS ANGELES, CALIF. * PHILADELPHIA * BALTIMORE * DETROIT * CHICAGO * SAN FRANCISCO 
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’ ‘ , 
N supplying dealers with vari 
ous lines of packaged ice cream, 
manufacturers have urged their 
retail representatives to sugpest to 
consumers the numerous wavs in 
! 
which ice cream can be served in the 


home. Where this type of merchan- 


dising has been exec uted, the results 
have been more than satisfactory tO 
all concerned. 

Admittedly, this approach to sell. 
ing ice cream allows the element ot 
chance to influence gallonage fig 
ures. In the first place, dealers have 
to cooperate. In the second place, 


the consumer must acquire the 


habit of varying ice cream service 


at home. Too often, unwillingness 
or inability on the part of the deal- 
er to carry the ice cream manufac- 
turer's program to the consumer 
spells defeat in the effort to in- 


crease sales. 


Hood Development 


Looms As Boon To 


Home Consumption 


H. P. Hood and Sons, one of 
New England’s leading dairy or- 
ganization, feels that it now has at 
least one answer to the problem. 
By placing on the market its new 
“Sundae Servings” package, the 
company hopes to effect an appre- 
ciable upsurge in home consump- 
tion of ice cream, and particularly 
of homemade ice cream sundaes. 


The innovation consists of eight 


nl lll 


eae 
Mere comes the most Wonderful Ice Cream Idea ever/ 


IT’S HOOD 
SUNDAE SERVINGS 4 


For You - YOUR FAMILY 


ANOTHER ‘FIRST 


ALL IN ONE 
POLAR-SEALED 
PACKAGE 


WOW Of SAiE! 
Om wee mt Bee Bae Be ee eee 
ee ee —s nee 
ee ee 


— fee 
Act for it by came! 


SUNDAE SERV 


YOUR GET-TOGETHERS! 
FROM H.P. HOOD & SONS 


A\ 


Qvelity Deiry Products SimamJl§4é 


individually-wrapped slices of va- 
nilla ice cream packaged together 
with eight Polyethylene (a type of 
plastic) envelopes of chocolate 
fudge sauce. In all, each package 
contains twenty-eight fluid ounces 
of ice cream and four ounces of 
topping. 

As is the case with many Hood 


“Sundae 


carton is self-insulated 


packaged products, the 
Servings” 
with Sherman corrugated paper. 
“Polar-Sealed” is the Hood de- 
scription of this packaging feature 
which prevents melting for almost 
an hour under normal conditions. 
A newspaper advertisement ap- 
pearing in the Boston Herald-Trav- 
eler, the Boston Globe, the Chris- 
Monitor, the 
Post and the Boston Record-A meri- 
can on September 25 and 26 an- 


tian Science Boston 


nounced the availability in the met- 
ropolitan Boston area of the new 
package. The advertisement is re- 


produced on this page. 


Copy invited consumers to “have 
a sundae serving party tonight!” 
The product was described as thrif- 
ty, and its cost cited as “less than 
10c¢ a serving.” 

“It’s terrific! Just take as many 
slices as you need . . . pour on the 
chocolate sauce hot or cold 
pop the rest back in the freezing 
compartment Absolutely no 


fuss or muss. 


And that’s how H.P. Hood is 
approaching the problem of selling 
packaged ice cream. Not bad, eh? 
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if you tell’em... you'll sell ’em 
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Tell your customers about these Helmco-Lacy products! If you 
tell ‘em, you'll sell ‘em... because you'll be telling them about the 
finest ice cream merchandising tools available. They are changing 

“dry stops” to “wet stops”... raising sales and profits in bulk 

ice cream to a new high. They are merchandising tools ... salesmen 
without salary... building sales and profits for you and your customer. 































NOT CUP 
Three Mocels 


CHOCOLATE DISPENSER 
Model C-256 


SERVICE STATION 
Model $-§-2 















FUDGE PUMP 
Model FP-96 






DOUBLE FOOD WARMER 
Model 252-A 


FOUNTAINETTE 
Four Models 





Investigate the profit making potentials of MR. ICE CREAM MFGR.3 This ad is ap. 


these Helmco-lacy fountain service acces- pearing in the October issues of American 
sories. They build sales and profit volume Restaurant, Restaurant Management, Foun- 
through speedy service... increased menu tain & Fast Food Service, N.A.R.D. Journal, 


Restaurant Equipment Dealer, Drive-Inn and 
ice Cream Field. 

lt will pay you well to join the merchan- 
dising efforts of Helmco-lacy by displaying 
and merchandising these profit making sales- 


variety...perfect portion control...reduced 
waste . and last but not least they increase 
the efficiency of your counter service. Many 
ice cream and topping manufacturers use 


these units in package merchandising plans— men to your customers. If you tell ‘em, you'll 
greatly increasing sales of profitable bulk sell ‘em a lot more ice cream. Write today 
sce cream. for prices, discounts, catalog sheets. 


you just can't miss... with equipment like this 





1227 Fullerton Avenue, Chicago 1/4, Illinois 





Quality is the cornerstone of every solid suc- 
cess in ice cream manufacturing. That's 


why you'll find so many of America's leading 


plants... large and small .. . using the very 


finest vanilla that nature and human skill can 
produce ... Van-Sal. Aim high for quality 

... use Van-Sal .. . the proof-vanilla of su- 
perior flavor-power. Van-Sal goes farther, 


does more, costs less. 


“The Industry's No. 1 Vanilla”’ 


S. H. MAHONEY EXTRACT CO. 
Sally H. Mahoney, Pres. 


221 E. CULLERTON RD. CHICAGO 16, ILL. 
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ence in the dairy industries total over 100,000 years — 
the “Old Timers” of the industry — received special 
honors at the exposition. 

An “Old Timer” is a person who has actively served 
in some phase of dairy enterprise for twenty-five years 
or more, or who has attended at least ten expositions. 

F. H. Soldwedel, President of the F. H. Soldwedel 
Company, Pekin, Illinois, was named the oldest “Old 
Timer” — he is eighty-two and has spent sixty-eight 
years in the dairy industries — at Recognitions Day, 
September 25 in the “Old Timers’” Lounge. 

Mr. Soldwedel began driving a milk wagon at the 
age of fourteen for his father, who founded the com- 
pany in 1880. Mr. Soldwedel became President of the 
company at the age of twenty-one when his father was 
killed in a train accident. 

An orchid was presented to Mrs. C. L. Fortney of 
the exposition’s host city because she is the lady who 
has contributed the most married years to the dairy 
industry. Mrs. Fortney has devoted fifty-one married 
years to the industry. Her husband is with Chicago's 
Mojonnier Brothers Company, equipment manufac- 
turers. 

Ohio State University chalked up its tenth win in 
the Collegiate Students’ International Contest in Judg- 
ing Dairy Products, held in connection with the Dairy 
Industries Exposition. This brings Ohio State neck 
and neck with Iowa State College, which has tallied 
10 overall wins since this dairy science classic was 
started in 1916. 


Cornell University won second place and Iowa State 
third. The contest, sponsored jointly by the Dairy In- 
dustries Supply Association and the American Dairy 
Science Association, attracted its largest number of 
teams this year — twenty-eight. 

Ohio State University took home two of the five 
silver cups —the coveted All Products cup and the 
team cup for cheese judging. North Carolina State 
College was awarded the Milk Cup; Cornell Univer- 
sity the Butter Cup; and the University of Massachu- 
setts, with two girls on its team, the Ice Cream Cup. 
All but the Ice Cream Cup, which is donated by the 
International Association of Ice Cream Manufacturers, 
are given by the Dairy Industries Supply Association. 


The Gold Medal for Ice Cream judging (awarded 
by the International Association of Ice Cream Manu- 
facturers) was won by Robert R. Farrarr of White 
Bear Lake, Minnesota, on the University of Minnesota 
team; Silver Medal by Gwendolyn Judson, of Spring- 
field. Massachusetts, University of Massachusetts, and 
one of four girls competing in this traditionally mascu- 
line contest; and Bronze by Clifford J. Wengert of 


Lebanon. Pennsylvania. on the Cornell team. 
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THE DIXIE FRANCHISE GIVES 


MANUFACTURERS ALL THESE ADVANTAGES: 


® Identification of your brand name in 
the home. 


¢ The sampling of your quality product 
at a profit. 


® Use of a nationally accepted symbol 
of dependability. 


® Containers of highest quality and 
unitormity. 


© Help in filling, distributing, selling 
YOUR Dixies. 


© Support from years of consistent 
advertising. 


® Effective dealer advertising material 


’'Dixie’’ is o registered trade mark 
of the Dixie Cup Company 





EASTON, PA., CHICAGO, ILL., DARLINGTON, S. C., 
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Here’s Why These 


LEADERS US 
pune OP? 


DIXIE CUP COMPANY 


FT. SMITH, ARK., ANAHEIM, CAL., BRAMPTON, CANADA 


wn 
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The Dixie Cup Picture Lid promotion 
program has been highly successful in the ice 
cream industry. For more than a quarter 

of a century, children have collected, swapped 
and redeemed pictures of their favorite 
Hollvwood, Cowboy and TV stars. Today, 


picture lids are more popular than ever before. 


The long list of manufacturers now using 
Dixie Cup Picture Lids, including these 

12 leaders, attest to the outstanding success of 
this promotion. Several leading manufacturers 
are now selling over 1,000,000 gallons 

annually in Dixie Cups! 
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Everyone 
WILL ENJOY 


Your 


ICE CREAM 
AND 


SHERBETS 
IF 


Cul 
MAKE THOSE — 


DELICIOUS 


DESSERTS 
WITH 


CLINTOSE | :vextrose) 


CORN SYRUP 


CORN SYRUP SOLIDS 


CLINTON FOODS INC 
CLINTON IOWA 


TAICM Convention 


Trom Ddge ? J 


Creamery Company, St. Louis, Missouri; A. C. Routh, 
Jr., Esmond Dairy Company, Sandusky, Ohio; H. S. 
Vandervort, Sanitary Milk & Ice Cream Company, 
Morgantown, West Virginia; J. Huber Wetenhall, 
National Dairy Products Corporation, New York; and 
E. L. Widemire, Widemire’s, Sylacauga, Alabama. 

Milton Hult, President of the National Dairy Coun- 
cil, then introduced its new film prepared after ex- 
periments at Michigan State College, “Weight Reduc- 
tion with Dairy Products.” The film is being distrib- 
uted to professional groups throughout the nation and 
will later be made available to the industry. 


A roundup of the equipment and supply situation 
was delivered by John Marshall, Executive Secretary of 
the National Association of Dairy Equipment Manu- 
facturers, Washington, D. C. 


As a surprise feature, Mayor Martin H. Kennelly of 
Chicago was introduced and bade welcome to the con- 
vention delegates. 

Continuing their activity to develop better roads, 
both MIF and IAICM, as members of the National 
Highway Users Conference, presented the Director, 
Arthur Butler, who spoke on “Adequate Roads Don’t 
Cost, They Pay.” 

The morning session was closed with an address, 
“Our Moral Needs” by Reverend William E. Alexan- 
der of Oklahoma City, Oklahoma. 

The afternoon session, devoted to human relations, 
was presided over by T. D. Lewis, Arden Farms, Pres- 
ident of the Milk Industry Foundation. 

The lead speaker, reporting on industrial relations 
activities in his own city, was Mr. Hagan. 

He was followed by Rear Admiral Frederick J. Bell, 
USN-Ret., who is Director of Human Relations, 
McCormick & Company, Baltimore, Maryland. This 
firm enjoys an outstanding reputation in employer- 
employee relations activities. Admiral Bell’s subject 
was: “Human Relations Is Your Problem.” 

From the Industrial Relations Center of the Univer- 
sity of Chicago, Dr. Robert K. Burns, its Executive 
Officer, told the assemblage how to properly explain 
their business and the American economic system. 

The session was concluded with an audience partici- 
pation period, led by Dr. J. D. Phillips, President of 
Hillsdale College, Hillsdale, Michigan. Dr. Phillips is 
the originator of the famous Phillips 66 method of 
group discussion. 

The usual pattern of sectional meetings was changed 
somewhat in the convention format this year. How- 
ever, the Production and Laboratory Council held 
three technical meetings. 

The 1952 Production and Laboratory Council Ses- 
sion was opened by the Council’s chairman, Harry 
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hot fudge sundaes in 17 days... 








BOOST SALES 





> 


Eastern drug chain selis more than 70,000 


PROQF ruar ice crEAM CAN 


There's money being made by fountains fea- tastes twice as good when it’s made with 
turing ice cream, and plenty of it! Recently a Johnston sales tried—sales proven Chocolate, 
progressive Baltimore drug chain put on a Marshmallow and Butterscotch flavors. See 
drive—sold 70,743 fudge sundaes in 17 days your Johnston representative today 


(Made with Johnston fudges, of course.) 
Take a page from this success story and 
push the fountain trade for all it’s worth. 


And remember this: Even the finest ice cream 


ROBERT A. JOHNSTON CO. «+ MILWAUKEE 1, WISCONSIN 
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Bitter, Production Manager, Wil- 
liam Neilson, Ltd.. 
tario. “The Public Health Aspects 


‘Toronto. On- 


of the Ice Cream Industry” was 
the first subject dis ussed. From 
Wisconsin’s Board of Health came 
Clarence Luchterhand, milk sani 
tarian, who discussed the problems 
involved in a consideration of a 
sanitary code for the ice cream in 


dustrv. Mr. Luchterhand outlined 


the importance of ice cream as a 
nutritive food. He advised the ice 
cream industry to re-evaluate sani- 
tary standards, and recommended 
that it cooperate with sanitarians in 
setting up uniform standards and 
developing educational programs 
with plant personnel to point up 
he public health responsibility. 
Coliform was the keynote of two 
speakers the afternoon of Septem- 


The consistent record of Chicago Stainless equipment, wherever 


used, has been one of proving itself correct in design and con- 


struction for proper service and easy maintenance. As a result, you 


will find Chicago Stainless equipment fully approved by both cus- 


tomers and authorities alike. For the best in equipment, specify 


Chicago Stainless. Write for complete information or call your 


Chicago Stainless jobber. Your inquiry is invited. 


CHICAGO ae, ae 





ber 22. Walter Bartsch of the Bor- 
den Company and Professor H. C. 
Olson of Oklahoma A & M Col- 
lege gave complete coverage of the 
subject matter from the viewpoint 
of significance of these organisms 
in the processed product. Mr. 
Bartsch discussed the findings of 
his recent research which was aimed 
at explaining the incidence of posi- 


tive test results from a number of 


| plants. The questions of heat-re- 


sistant strains and inefficient pas- 
teurization and_ re-contamination 
were covered. Professor Olson em- 
phasized the sources of coliform 
contamination and the need for 
good housekeeping in the manu- 
facturing plant. At the same time, 
he implied that a tolerance for colli- 
form organisms may be justified. 
Professor Olson went on to say 
that the presence of coliforms in 
ice cream in considerable numbers 
indicates that there is some defect 
in the methods of processing the 
mix or ice cream. Except in rather 
rare instances of resistant strains, 
coliforms are killed by proper pas- 
teurization. 

The Monday afternoon session 
concluded with a panel discussion 
of the high-temperature-short-time 
pasteurization of ice cream mix. 
H. F. DePew of the Luick Ice 
Cream Company, Milwaukee, Wis- 
consin, led the discussion with an 
account of his extensive experience 
in the use of this equipment. 

Dr. W. S. Arbuckle, University 
of Macylond reported on the re- 
sults of experimental studies in- 
volving the technique of adding 
different types of stabilizers to the 
mix under continuous processing 
of this nature. 

D. T. Fitzmaurice of the Cherry- 
Burrell Corporation, Little Falls, 
New York, discussed some of the 
engineering problems encountered 
in the development of the HTST 
concept. Mr. Fitzmaurice, who is 
a member of the DISA Task Com- 
mittee responsible for drawing up 
the tentative 3A Standard for this 
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equipment, pointed out also the controversial points in 
the early 3A proposals which will have to be resolved 
by sanitarians, fabricators, and user-groups alike. 

By popular request, the Production and Laboratory 
Council brought back Harold G. Dunlap of H. P. 
Hood & Sons, Boston, Massachusetts, to bring the 
group up-to-date on “Recent Developments in Work 
Simplification.” Mr. Dunlap presented a movie, cover- 
ing certain aspects of the Hood Company’s extensive 
work-simplification program. Mr. Dunlap, who is one 
of the pioneers in the application of the Mogensen 
principles to the ice cream industry, analyzed the mo- 
tions involved in a can-filling and a cup-filling opera- 
tion. 

G. A. M. Anderson, President of the King Com. 
pany, Owatonna, Minnesota, brought his collection of 
slides to illustrate some of the latest developments in 
refrigeration equipment for the hardening room opera- 
tion. Refrigeration principles applied with thought for 
space-saving and more efficient de-frosting were shown 
the group. Temperature controls and _ installation 
methods were also shown. 

An able panel of local talent, “A Chicago Trio,” 
concluded the Tuesday morning session with concise 
presentations of interest to production men. Speaking 
from intimate association with their subjects were Max 
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FOR PULLING UP YOUR ICE CREAM SALES CURVE! 


Yes, the industry’s surest way to build ice cream sales 
is to feature monthly specials in Ripple Ice Creams 


—made from Balch’s Ready-To-Use Ripple Sauces. 


Hundreds of plants throughout the country are fea- 
turing Fudge Ripple, the year-round favorite, with 


10 other fast-selling flavors: Butterscotch, Strawberry, 


Peach, 
Caramel, Pineapple, Marshmallow, and Double Ripple 


Black-Raspberry, Cherry, Orange-Pineapple, 


(combines any two). 


NEW FLAVORS! Write for prices 

GRAPE RIPPLE 

MAPLE WALNUT RIPPLE ‘with chopped nuts) 

DOUBLE CHOCOLATE RIPPLE—Your choice of Chocolate Fudge 
Ripple Sauce in Chicolate Ice Cream or Chocolate Ripple Sauce in 
Chocolate Fudge ice Cream 
"Ripple and “Wave are the registe-ed trademarks of the 

Balch Flavor Co 
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Halberstadt, Goldenrod Ice Cream Company; R. W. 
Bereiter, Bowman Dairy Company; and William 
Middleton, Hydrox Corporation, who covered “Fast 
Freeze Wind Tunnels,” “Increased Efficiency in Nov- 
elty Lines,” and the “Code-Marking of Packages,” re- 
spectively. 

The International’s counsel, Charles M. Fistere, 
opened the Tuesday afternoon session with a review 
and summary of the current Federal Food & Drug 
Hearing for Ice Cream Standards. 

From the University of Georgia came Harold M. 
Windlan with a report on his recent research on the 
Vanilla-Sweetener Relationship in Ice Cream. 

Professor W. H. Martin of Kansas State College 
gave a paper on the “Preparation of Low-Fat High- 
Sclids Mixes,” indicating the important points in the 
mix composition and freezing characteristics of this 
type product. 

The panel for the Tuesday afternoon session fea- 
tured the topic, “Cleaned-in-Place Pipe Lines.” No 
movement in the ice cream industry appears to be 
spreading as rapidly as the practice of cleaning lines, 
and in some cases equipment, while it remains in place. 
The Production & Laboratory Council had asked for a 
discussion of the so-called “C-[-P” operation by people 


who were actually doing it in a limited way with the 






B ALCH FLAVOR COMPRnY 








ADAMS & FULTON STREETS, PITTSBURGH 33, PA. 


WEST COAST: Fred Cohig, 1855 industrial, Los Angeles, Calif. 
CANADA: 8. J. Compbeil Co., No. 2 Dennison Road, Weston, (Toronto) 
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cognizance of local health authorities. In response, the 
program offered Dr. F. M. Skelton, General Ice Cream 
Corporation, Schenectady, N. Y.; Walter Ahlstrom of 
the Carnation Company, Los Angeles, California; and 
George Putnam of the Creamery Package Manufac- 
turing Company, Chicago, Illinois. 

The and Laboratory Council sessions 
closed with a paper by Professor W. A. Krienke of the 


University of Florida. who spoke on citrus-flavored ice 


Production 


cream from injection-type sauces. Professor Krienke 
projected some slides illustrating these new ice creams. 
The meeting adjourned with an informal demonstra- 
tion of orange ice cream, samples of which the Profes- 
sor brought with him from Florida. 

One of the innovations of the convention was a 
joint session on Monday afternoon of the Ice Cream 
Merchandising Institute and the Controllers Council. 
This was held in the Grand Banquet Hall of the Con- 
rad Hilton. George Smith, Southern Dairies, Wash- 
ington, D. C., and J. W. Gooding, Jr., Alfar Creamery 
Company, West Palm Beach, Florida, served as Co- 
Chairmen of the session. This was an attempt to pre- 
sent the viewpoints of both the controller and the ice 
cream merchandiser as they affect the items to add to 
a line, those that can be sold profitably, and the ques- 
tion of route efficiency. 


The first speaker was Al Gilbert, Philadelphia Dairy 
Products Company, Philadelphia. He presented a de- 
tailed discussion of route efficiency as it affects route 
sales costs. 


A panel on increasing route productivity, thus de- 
creasing costs and giving the approach of the route 
supervisors, the labor relations expert and the sales de- 
partment brought to the platform R. J. Nugent, Gen- 
eral Ice Cream Corporation, Schenectady; Courtney 
Johnson, Beatrice Foods Company, Chicago, Illinois; 
and Clyde Johnson, Beatrice Foods Company, Des 
Moines, Iowa. 

The determination of the estimated costs of new 
products was explored by H. S. Dugan of the Borden 
Company, Chicago. 

Wellington Paul, Foremost Dairies, Inc., Jackson- 
ville, Florida, offered a presentation on how to deter- 
mine the flavors and the novelties that can be sold 
profitably. 

The session was closed by A. G. Anderson, General 
Ice Cream Corporation, Schenectady, with “Why Sell 
Unprofitable Items on Routes?” 

Following the Joint General Session, the Ice Cream 
Merchandising Institute held two merchandising meet- 
ings on Tuesday in the Grand Banquet Hall of the 





Walk Right in to GREAT BIG PROFITS with 


the new CENTER AISLE 


At last. . . the “bugaboos” preventing stepped-up 
efhciency of deliveries have been removed! Franklin's 
ingenious mew center-aisle “walk-in” truck . . . its in- 
terior lined with shelves on both sides . . . allows for 
a greater stocking of varied items ... they are easily 
visible and accessible to the route man at all times 


FRANKLIN 
"WALK-IN" 
ICE CREAM 
TRUCK! 


Carries more, different items! 

Greater accessibility! 

items always visible! 

Orders made up faster saves time! 
Better turnover of payload! 
Less driver fatigue! 

. resulting in speed in making up orders inside the 
truck. With this modern, “walk-in” truck, the route 


man sells more merchandise . . . customers are served 


faster .. . and YOU PROFIT! 


Write for details now! 


FRANKLIN BODY & EQUIPMENT CORP. 


1042 Dean Street 


STerling 9-5400 


Brooklyn 16, N. Y. 
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Sanity Spoo 


MULHOLLAND 
DUBL-STRENGTH WOODEN 


SINGLE-PAK-SPOONS 


Whichever end is touched first becomes the handle — 
thus protecting the oppesite end from peossibie con- 
teminetion by soiled hends, es when extracting 
single end spoons wrong end first. Only MUL- 
HOLLAND DUBL-STRENGTH SPOONS offer this 
Devble Convenience and Double Sentary feature! Of 
course, MULHOLLAND SINGLE-PAK-SPOONS are 
eveaileble in the conventional shape if desired. 
individval wrappers, plain or printed with stock 
design or your NAME and TRADEMARK —in strips 
of 12, 18, 24 or 30—each spoon completely sealed 
after separetion from strip. Also evailable cut in 
singles, pocked in certons of 100, 1000 or bulk 
WRITE TODAY FOR SAMPLES AND PRICES 








JOHN H. 


Milford, 


LAND CO. 


Delaware 








Conrad Hilton. Tuesday morning’s session was called 
to order by James H. Meehan, Philadelphia Dairy 
Products Company, Chairman of the Merchandising 
Advisory Council. Mr. Meehan presented Dan Ball of 
Beatrice Foods Company, Chicago, as moderator of the 


panel “Promotion of Bulk Ice Cream Sales.” This 
aspect of ice cream distribution was divided into four 
sections. 

First, Arthur Hall of Brock-Hall Dairies, New 
Haven, Connecticut, gave a resumé of cooperative 
sales programs of bulk ice cream which have aroused 
the attention of the ice cream industry this year. Mr. 
Hall quoted figures and illustrated his talk with slides 
to show the underlying theory of the campaigns as 
outlined by the cooperating ice cream manufacturers. 
He also discussed the method of approach to the 
dealers. 

A. C. Kunkel, sales manager of the Breyer Ice 
Cream Company in Philadelphia, spoke on “Maintain- 
ing the Bulk Market.” “Let me emphasize,” said Mr. 
Kunkel, “the four points in the sale of hand dipped 
ice cream. One, unit profit; two, volume discount 
profit; three, turnover of investment profit; and four, 
increased store traffic profit. One of the most impor- 
tant ideas that we constantly preach is a liberal mea- 
sure of hand dipped ice cream.” 
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Speaking from the standpoint of work with the 
dealer on the profit angle, J. C. McWilliams, Bowman 
Dairy Company, Chicago, showed the method by which 
his company helps the dealer cost the individual ice 
cream service. “Profit,” said Mr. McWilliams, “is not 
only a factor in bulk ice cream sales, but is the most 
important ingredient. It is very important, we feel, for 
a dealer to price his menu so that his average return 
on ice cream service approximates fifty per cent on 
gross sales. Without proper mark-up,” Mr. McWil- 
liams concluded, “profit on our bulk ice cream sales 
will continue to decline as in the past few years. We 
should all in our dealer contacts continue to preach the 
profit story.” 

Concluding the panel, Walter Skinner, of the Stef- 
fen Foods Company, Wichita, Kansas, showed several 
campaigns which his company has successfully con- 
ducted. 

An open forum was conducted at the conclusion of 
this panel and many questions were proposed by the 
audience which various members of the panel answered 
to the best of their ability. The morning session was 
concluded by a stimulating discussion, “What and 
Who Is Your Competition?” by A. H. Miller, Sales 
Manager of the Abbott Dairies, Philadelphia. 


For the Tuesday afternoon session, also held in the 
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Grand Banquet Room at the Conrad Hilton Hotel, a 
large audience gathered to hear the speakers who were 
from outside of the industry. Glen R. Weld of the 
Russel] Duluth, 
acted as moderator of this session, introducing first 
Harry Pripstein of the Food Fair Stores, Philadelphia, 
who discussed “Packaged Sales Without Cut Price.” 
As a merchandising expert of this large food chain, 


Bridgeman Company, Minnesota, 


Mr. Pripstein brought a pertinent message on the 
promotion of packaged ice cream through this impor- 
tant outlet and discussed ways in which he felt it could 
be strengthened both to the benefit of the ice cream 
manufacturer and the store operation. 


Kroger Representative Speaks 


Wade Hill, of the Kroger Company, Cincinnati, 
Ohio, followed with “Merchandising Ice Cream in 
Food Markets.” 


for merchandising ice cream and outlined some of the 


Mr. Hill spcke on the opportunity 


points whic h he felt might well be considered by the 
manufacturers in making a closer tie-up with the com- 
paratively new field of supermarket merchandising to 
the end that ice cream sales would be increased. 

“The 1953 Sales Executive” was the title of a talk 
by Walter Johnson, Jr., Secretary of American Air- 
lines, New York. Mr. Johnson, who has had wide 


experience in the sales management field, brought a 














There ls No 
Substitute 
For Quality 


Twelve popular flavors with 
quality backed by a money- 
back guarantee plus proven 
production performance. 
Leading ice cream manufac- 
turers specify Mann's Can- 
dies year after year. Write 
for information today 





flann’s 
Candies 


3970 North Mission Road 


Los Angeles 3]. California 





message to the executive who has sales campaigns to 
plan. He stressed the necessity for clear and projected 
thinking in the determination of the policies to be 
established to assure a sound selling foundation. 


The afternoon program was concluded by “This 
Game of Selling,” by Dr. Frank Goodwin of the Uni- 
versity of Florida, Gainesville, Florida. Dr. Goodwin, 
who has become well known for his discussion of mar- 
keting and selling problems, is professor of marketing 
at the University of Florida in the College of Business 
Administration. 

The Tuesday morning session of the Controllers’ 
Council was called to order in the South Ballroom by 
J. W. Gooding. The meeting was planned to attract 
both ice cream executives and the controllers. Donald 
A. Hall of the Brock-Hall Dairy, Hamden, Connecti- 
cut, was the first featured speaker. His paper was 
based on his research on “Cubic Foot Accounting of 
Selling and Delivery Expenses.” 

One of the timely subjects, “The Effect of Federal 
and State Taxes (Especially Income) on the Cost of 
Products Sold” was assigned to Harry Polikoff, an 
attorney specializing in dairy work from New York 
and Washington, D. C. 

The next paper, which may become the basis for an 
addition to the International’s Cost Accounting Sys- 
tem, was given by Robert Glaub of National Dairy 
Products Company, Chicago. It was designed to an- 
swet the vexing problem of some of the controllers on 
the Proration of Mix Costs to Products. The presen- 
tation was more extensive because it included also the 
distribution of production wages to costs of products. 


Concluding Panel 


H. W. Schuelke, Central Dairy Products Company, 
Oklahoma City, Oklahoma, moderated the concluding 
panel on the program “Super Markets’ Influence on 
Production, Selling & Delivery Costs.” Panel members 
were: M. A. Gleason, Melvern Dairies, Washington, 
D. C.; Francis Murphy, Hendrie’s Ice Cream, Milton, 
Massachustts; and W. F. Feldman, Midwest Dairy 
Products, Chicago. 

A new departure this year was the open session of 
the Statistical Research Committee of the Interna- 
tional headed by Dr. C, D. Dahle, Pennsylvania State 
College, Technical Editor of Ice Cream Fiecp. After 
the open meeting, the Committee was called into Ex- 
ecutive Session to plan the IAICM statistical program 
tor the coming year. 

The annual banquet of the International attracted 
a capacity crowd and was presented by the Chicago 
Bnquet Committee headed by Harry Strong, Midwest 
Dairy Products Corporation, Chicago. A program of 
entertainment followed the dinner served by the Con- 


rad Hilton in the Grand Banquet Hall. 
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President of Marathon Corporation, on the subject 
“The Third Generation.” The spotlight at the closing 
convention session following the Ice Cream Breakfast 
was accorded to Irving C. Reynolds of Franklin Ice 
Cream Company. He spoke on the topic, “We Can 
Take It with Us.” 

As was expected, the big social event of the conven- 
tion was the annual banquet and associate member 
party. Arc the dinner, special recognitions were awarded 
tor service to the association to Glenn Hoffman of 
High’s Dairy Products Company, and to Gorman 
Prince of Electro Freeze Distributors. The retiring 
President and his wife were honored and the new Pres- 
ident introduced to the membership. A sparkling floor 
show and door prizes were presented by the associate 
members. This program was under the chairmanship 
of Edwin L. Maier of the Norwest Cone Company. 

Over 300 members attended the fifth annual Ice 
Cream Breakfast in the Grand Ballroom of the LaSalle 
Hotel. As chairman of this event, which has become a 
high spot in NARICM activities, Ice Cream Fieip 
Publisher Howard B. Grant introduced several indus- 
try celebrities and staged a unique program. Presented 
to the memtership were such figures as M. G. Van 
Buskirk of the Illinois Dairy Products Association and 
Bryan Blalock of Texas. The breakfast started with 
a style show presented by the Angelica Uniform Com. 
pany. 

One of the high spots of the Ice Cream Breakfast 
has become the awarding of the trophy for the “Idea- 
of-the-Year.” The competition this year was keen with 
many entries submitted. Of the final three, the asso- 
ciation directors voted to award the trophy to Burt's 
Good Humor Ice Cream Company, of Tulsa, Okla- 
homa. This was in recognition of a peach promotion 
undertaken in June, 1952 in observance of the com- 
pany’s twenty-fifth anniversary. Details appear else- 
where in this issue of Ice CreEAM Fievp. 

An orchid was presented to Miss Ice Cream of 1952 
who this year is Miss Pat Flanagan of Chicago. Fol- 
lowing this event, the breakfast was turned over to 
the delegation of children from the “Off-the-Street 
Club.” These youngsters entertained and participated 
in a dream sundae contest which turned out to be an 
hilarious high spot of the convention. Newspaper pho- 
tographers and even television cameras for WGN-TV 
of Chicago recorded this event. Assisting in the chil- 
dren’s activities were Frank Giblin of Ramsey Labora- 
tores, Mary Welch of Mary Welch Specialties and 
Robert Christiansen of Robert P. Christiansen Com- 
pany. The entire story on the Ice Cream Breakfast 
along with photos will be told in the November issue 
of Ice Cream Fievp. 
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here’s why it pays to specify 


RY — Cs a ey gain gry a 


TRUCK REFRIGERATION 





It pays to specify KOLD-HOLD truck refrigeration because you 
save You Rold Hold 


Retrigeration costs less to use. 


money when you do save, first, because 

Kold-Hold “Hold-Over” Plates maintain predetermined tempera 
tures throughout the longest day's hauls for as little as 10 cents 
less than the cost of either wet or dry ice. You save too in loading 
and unloading time. The “Hold-Over” truck plates can be con- 
nected into your plant cooling system at the énd of the day to make 
your truck a “cooler room on wheels.” Undelivered loads can be 
left in the truck for the next day's deliveries. 

It pays to specify KOLD-HOLD Truck Refrigeration Plates be- 
cause of their complete dependability. With over one-half million 
plates in vse today, no case of operational failure has ever been 
reported. They often outlast several truck bodies and are guaranteed 
for ten years to be free from defects in workmanship and materials. 

It pays to specify KOLD-HOLD Truck Refrigeration Plates be- 
cause they help keep truck bodies clean, sweet, dry and odorless to 
eliminate losses from spoilage. They take a minimum of space in 
the truck, permitting longer, more profitable runs because of ade- 
quate refrigeration. 


It pays to specify KOLD-HOLD Refrigeration Plates. 





Write for your copy of the new Kold-Hold Catalog 
KOULD-HOLD 
Paine rotects eve ? f th 
Come > P very step @ °C? ee 


i) e@ece 


KOLD-HOLD MANUFACTURING CO. 





470 £. Hezel $¢., 


Lensing 4, Michigen - 


Route Efficiency As It 


OUTE ethciency ts of great importance to every- 
R one directly connected with the sale and delivery 

of ice cream. The delivery of ice cream as well 
ao sales usually come under the jurisdiction of the sales 
department and sometimes we of the sales department, 
in Our anxiety to give our dealers the best possible serv- 
ice, RO overboard in the delivery ot ice cream. 

When we compare the delivery of ice cream today 
with twenty years ago we find great progress has been 
made. Then, during the last war years, many econo- 
mies were forced upon us due to the shortages of 
gasoline, oil, rubber, and rationing of butterfat and 
other raw materials. To our surprise, these controls 
made us all very conscious of just how much money 
could be saved without hurting in the least the services 
rendered to our dealers. But these forced economies 


were not enough. Every item directly or indirectly 
entering into the cost of the delivering of ice cream is 
forever on the move, and usually up. 

We of the Philadelphia Dairy Products Company 
elt that some definite program should be put into 
operation to control our delivery of ice cream. The 
final program was the result of the combined efforts 
ot the sales department, our delivery department, and 
We this PLANNED 


the comptroller’s ofhce. call 


DELIVERY. 

The most important part of our delivery program ts 
the dealer. We must give him proper service, consistent 
with his equipment and his sales, and correct variety of 
merchandise, such as bulk flavors, specialties and new 
items. We must send out balanced loads of ice cream 
so that the dealer secures what he wants even if he is 
The driver should 
be able to help the dealer to keep his cabinet full and 
properly stocked with seasonable items. 


served near the end of the route. 


Next in importance is the driver salesman. Several 
things are very vital to him. He should sell, as near 
as possible, capacity loads. This lessens the check-in 
time and keeps merchandise in good condition. He is 
very much interested in the hours on his route. They 
should be controlled, consistent with the current trends 
of a normal working day of eight to nine hours. His 
daily mileage should be within reason, not fifty miles 
one day and then 150 the next day. The number of 
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By A. H. GILBERT 


Philadelphia Dairy Products Company 
Philadelphia, Pennsylvania 


stops served by him should be balanced. Planning this 
lessens the time on the road and increases all-around 
efficiency. 
Let us see how our planned delivery has been 
brought about through the use of six definite steps. 
(1) Route Survey. This survey is made by a de- 
livery supervisor riding with the driver and 
covers completely his day’s work, stop by stop. 
Such items as time of arrival and leaving each 
stop, milage between stops, amount of ice cream 
delivered, are all noted. This survey is really a 
factual record of everything that transpired on 
the route from the first stop to arrival back at 
the plant at the end of the day. 
Trip Analysis. This step in our planned de- 
livery 1s a complete analysis of our day’s work. 
This includes such facts as the weather con- 
ditions on day of delivery and the driver’s time 
from the start of the day to punch-out time. 
This includes non-delivery time, time for lunch, 
time from plant to first stop and from last stop 
to the plant, a complete record of mileage, a 
complete analysis of all ice cream sold, and the 
amount left on the truck. With these two forms 
properly filled in, we can carefully and ac- 
curately evaluate our driver’s day’s work. 
Dealer Analysis Card. This is the third step in 
our planned delivery program. It consists of a 
3 x 5 card with the dealer’s name and address, 
total number of holes for ice cream, and amount 
of quartage sold in the past, both bulk and 
package, with the highest quartage month and 
the lowest quartage month. 
(4) Analysis For Number of Delivery Days. At 
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Affects Selling 


one time it seemed necessary to deliver to all of 
our dealers every day. Many of us will remem- 
ber when ice cream was delivered to every dealer 
practically every day of the week, including 
Sundays and holidays. This dealer analysis 
sheet tells us actually how many delivery days 
per month each dealer requires, based on his 
sales and cabinet capacity. It is used in con- 
junction with the third step, the dealer analysis 
card. 

Actual Delivery Days. We are now ready to 
lay out the actual number of delivery days per 
week each dealer is to receive. If he is to get 
twice a week service, then two route cards are 
made out for him. If he is to receive three 
times per week, then three route cards are made 
out for him. We try to hold our delivery to no 
more than three times in any one week. This 
will vary with his cabinet capacity and the 
seasons of the year. After we have decided 
how many days the dealer is to receive, then the 
cards are arranged in routes the way they are to 
be served by the driver. 

Branch Schedule. Finally a branch schedule or 
roster is made out. This tells everyone con- 
cerned the different routes covered, on which 
day of the week, and the driver’s name who is 
to deliver the route. This schedule is made up 
every time any changes are made increasing or 
decreasing the number of delivery days, usually 
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of our planned delivery. 


There is, however, another very important part of 
our delivery program. This is blanced truck loads. We 


bring this about by the use of our load sheet. 


helps us to have the right items and the right amount 
of ice cream for the right day or days. This cuts down 
our returns, lessening check-in time, and helps proper 


arrangement of the truck. 


We feel that we have made great progress in our 
delivery program. As an example. Here is a branch 
that during the three summer months of 1950 de- 
livered 404,494 quarts of ice cream, with average work 
day of 11.3 hours, using twenty-one loads a week in- 


cluding Saturdays. The same branch in June, 


and August of 1952 delivered 412,917 quarts of ice 
cream, with an average work day of 10.2 hours, using 
nineteen loads a week with no Saturday deliveries. 
This branch also reduced its special or emergency de- 


liveries to practically nothing where formerly 
special deliveries were very high. 


In summing up, we believe a PLANNED DE- 
LIVERY will give you: First, a satisfied customer 
with proper service, full cabinets, with the proper items. 
Second, the driver salesman will have balanced delivery 
hours, sensible miles with the proper number of stops 
served. Third, the company will have controlled de- 


livery costs. 


This article is based on a talk given during the forty-eighth 


convention of the International Association of Ice Cream Manufacturers. 


NOW | Complete 1953 Ice Cream Sales Building Program 


} Bal-tehe) Pa: Nut 


cincinnati 3, ohio. 


in the spring or summer and then again in the 
fall or winter. This completes the six basic steps 
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Novelty Lines 


vidual baggers. This might seem like a backward step. 
It did to us also, but we wanted to find out just what 
was happening on the packing table because that was 
the bottleneck. We set it up so the bars were released 
on a sanitary belt conveyor which carried the bars to 
the girls for bagging and boxing. It was at this time 
that we proceeded to time the line at a certain speed 
rather than letting them go at a rapid pace for a few 
minutes and then slow up. We did this timing at the 
demolding position. The defrost man was instructed 
to demold one mold every so many seconds. This kept 
a uniform rate of production through the whole line. 
We set this pace at 750 dozen per hour to start with. 

The results were amazing. Every hour there were 
750 dozen bars in the cooler and no one seemed to be 
working hard. In fact, the girls on the packing table 
were waiting for bars, so the pace was gradually 
stepped up from 750 to 800—from 850 to 900—and 
then finally to 1,000 dozen per hour. Furthermore, 
two persons were taken off the line. This resulted in 
an increase in dozens per man hour from fifty-three to 
eighty-three. After a few weeks of operating this way, 
it was no longer necessary to worry about timing. It 
was only necessary when we were speeding up the line. 

There were several factors which contributed to this 
increase in efhiciency. We discovered through this time 
study the importance of having the right man on the 
key positions. An erratic worker on the defrost tank 
can throw the entire line off, so we proceeded to change 
the men around until the best man was found for each 
job. 

We tound that the bagging machine was not per- 
mitting a smooth running line. This we realize is due 
in large part to our using a foil bag. At best, they 
are very difficult to bag. I am in no way advocating 
that hand bagging is best for all operations, but we are 
convinced that it is better for our operation than the 
automatic bagger which we were using. It seems logical 
only to the extent that a troublesome bagging machine 
can slow down or stop the entire production line 
whereas one inexperienced or slow operator in the bag- 
ging and boxing crew will not have a serious effect on 
the output of the line. 

Besides this increase in production per man hour, 
there were many other benefits derived. The fact that 
the line was running at a more uniform rate produced 
a bar of uniformly fine quality. The freezer can be 
set for one speed which supplies just enough product 
so the hopper of the filler remains at a fairly uniform 
level. This reduces the melting and permits a closer 
control on overrun. 
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The temperature of the brine can be maintained at 
more constant levels, which is vitally important to the 
quality of the bar. We have found minus 38 F to 
be the best operating temperature at 1,000 dozen per 
hour. This will naturally fluctuate a few degrees plus 
or minus. 

The defrost man working at a uniform pace is less 
apt to leave the molds in the water too long. If the 
water in the defrost tank is kept as hot as possible, 
you not only speed that operation up, but there is 
actually less melting of the bars because of this speed. 

With a constantly high-speed line, the bars have a 
more uniform temperature going into the chocolate 
dipping machine. This permits a more uniform coat- 
ing of the piece, thus giving the maximum spread per 
pound and a better appearng bar. From a cost econo- 
my standpoint, this is one of the most important 
phases of the operation. Since all coatings don’t dip 
best at the same temperature, the optimum tempera- 
ture must be determined for If the 


ice cream will bleed 


each coating. 
temperature is too high, the 
through; if it is too low, the number of bars dipped 
per pound of coating used drops off sharply. For most 
coatings, when the temperature drops below 102 , the 
bars per pound of coating drop approximately one for 
each degree drop in temperature. 


Temperature Control 


A low temperature bar going into the dip tank is 
also important from the standpoint of reducing the 
amount of moisture added to the coating. It is found, 
that for every .25 of 1 per cent of moisture which is 
added to the coating, the spread drops off approximate- 
ly one bar per pound. These figures are significant when 
we consider that for each bar less per pound, the daily 
cost in coating goes up about $17. In order to keep 
this loss to a minimum, it requires better training of 
employees to give closer attention to details. Good 
temperature control and recording instruments are 
also important to maintain uniform temperatures. 

I have attempted to point out the most important 
places where inefficiencies do occur, such as labor and 
materials. Keeping in mind the comparatively rapid 
growth of the novelty industry, tremendous strides have 
been made in the past few years to increase production, 
and to produce better products. On the other hand, 
when we consider how many people it requires to 
manufacture bars, we still have many improvements 
to make. This particular operation presents a challenge 
to every engineer and production man in the industry. 


This article is based on a talk given during the forty-eighth annual 
convention of the International Association of Ice Cream Manufacturers. 
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try Conference. Manufacturers. 
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OCTOBER 22-23 — University 


of Vermont. Burlington, Ver- 





. mont; thirty-first annual confer- 
ence for Vermont Dairy Opera- 
tors and Milk Distributors. In- 
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al Conferences. 
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The Headers Ask: 


By DR. C. D. DAHLE 


Technical Editor, Ice Cream Field 


Van Ln Powdi a Form?2 


| have been experimenting with a formula for making an 
ice cream mix in a powder or dry torm, but there ts some- 
thing that I seem to be missing because it never comes out 
the way that I want it to be when frozen 

I have been including in the mix in the dry torm every- 
thing except the milk and at time of freezing the dry mix 
was dissolved in the liquid milk. I also am using 40% dry 
14°, 


I wonder if you would be so kind as to figure a mix ot 


cream. I want a tat mix. 


this kind tor me 


Ans Tere a 

I read with interest your letter but I am just a little bit 
confused as to what you desire. Do you wish to make a com- 
plete dry ice cream mix containing all the ingredients ex- 
cept water, or do you anticipate making a mix containing 
everything except the milk solids and water? You state that 
you add the dry materials to whole milk and that you are 
also using 40° dry cream. 

I did not know that dried cream had a composition of 40° 
fat. It is usually much higher, although it could be 40% 
fat. Then it would hardly be classed as dried cream. 

If you wish to make a complete dry mix and then re- 
constitute this to a 14% fat ice cream, I will be glad to pro- 
vide you with a formula. However. if you wish to just use 
certain milk solids, I wish you would let me know so that I 
can compound the mix accordingly. 


le Cre am--Alaska Style? 


Only practical ingredients we can use in Alaska is sweet 
butter and skim milk powder, plus dry egg yolk, sugar, and 
stabilizer. In other words, we have no fresh dairy products. 

The question arises, can we make as good an ice cream 
from the above named as from the mix we now get shipped 


? 


in cold storage half frozen from the States? The mix we 


are now getting has 10.5°° butterfat 
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r dns wer 


Herewith you will find two mixes, one for 10% 
for 12°: butterfat, made from butter, dry skimmilk, sugar, 
stabilizer, and water. You can make a very good ice cream 
from these ingredients providing the butter and the dry skim- 
milk are of good flavor and quality. You should use at least 
92 score butter and it should not have any storage flavor. 
You should use extra grade dry skimmilk and it should also 
be of excellent flavor. 


and one 


12°, Fat 
Lbs. 
14.8 


10° Fat 
Lbs. 
12.35 
12.00 
15.00 
0.30 
60.35 


BUTTER 

DRY SKIMMILK 11.4 

SUGAR 15.0 

STABILIZER 0.3 

WATER 58.5 
100.0 100.00 

You will have to add stabilizer. I have included 0.3% 
stabilizer but I am sending along a booklet which describes 
in detail the manufacture of ice cream. You can select the 
type of stabilizer you need after reading this booklet. 

Of course, you will have to have a homogenizer, a pasteur- 
izer, and other equipment for making this mix. It all de- 
pends on the quality of the butter and the dry skimmilk as to 
the quality of your finished ice cream, but if these are of top 
quality, you can make a good ice cream from them. 


Sherbet Difficulties 4 


We have been having trouble with our sherbet running 
trom the cartons and making them sticky. In storage it 
isn’t bad but after it has been in the cabinet or on the truck 
a day or two it runs and makes our cartons unsightly. We 
have been making sherbet on both the batch and continuous 
treezer. It seems to be better when it is made on the con- 
tinuous freezer. 


Our formula is as follows: 
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Cane sugar 24 Ibs. 
Corn Syrup solids 8 lbs. 
Ice cream mix 10°, | gal. 
Stabilizer 8 ozs. 
Citric Acid 50° solution 10 ozs. 


Flavor, color, & water to make 10 gals. of mix 
Mix the stabilizer with the corn syrup solids. Mix dry. 
Now add the 
Add cold water to make 
close to 10 gals. Chill thoroughly to 40 degrees F. Just be- 
fore freezing, add the flavor and color. Add citric acid solu- 
tion at freezer or just before freezing. 


Dissolve in 3 gals. warm water. Agitate well. 


cane sugar. Add ice cream mix. 


Could you tell us where our trouble is? We would ap 


preciate any suzgestions or help you can give us. 


“ dnswer 


The trouble with your sherbet is the fact that you have too 
much sugar in it. You have twenty-four pounds of cane sugar 
and eight pounds of corn syrup solids, plus the sugar in your 
ice cream. This all adds up, and I think it is too high for the 
temperature under which your sherbet is held. 

I would drop the can sugar down to about twenty pounds 
and see what kind of luck you have after that. The corn 
syrup solids give you body and texture and, therefore, I do 
not suggest dropping any of that out of the formula. 

Try this and see what luck you have. If you still have a 
little runine:s, I would suggest adding a little more stabilizer 
just in case you do not have quite sufficient. But I do think 
you have enough stabilizer. 


I would not run more than about 35° overrun. 


Cup Filling Problem 7 


For some time we have been having considerable difficulty 
with our product in regards to our filling operation with our 
automatic cup filler. 

This trouble is in the nature of an excess elasticity of the 
mix. After the cup is filled at the spout and moves on 
toward the capper the ice cream will string out in a long 
tail, which is sometimes as much as three inches long be- 
fore it separates from the spout. 

This condition causes us considerable loss of product and 


Ice Cream Fietp. October 1952 





We 


’ LJ} 
have peen experiencing this troubie for approximately two 


additwnal labor to wipe off the outside ot each cup. 


months and during this time we have consulted a number 
of people in the industry, plus making numerous changes 


in our mix procedure, etc. 


Frankly, we are completely mystifed as to the source of 
this trouble and will greatly appreciate any suggestions that 
you might give us. 


We also have teen finding it difficult to run dry ice cream. 


We are using 40°° cream and low heat powder. Homo. 
£ P 


pressures are 500 and 2,000. 


P dn; wer 


You are encountering, of course, what is known as sticky 
ice cream. This might be due to heavy or high solids content, 
namely high serum solids, or it may also be due to too much 
stabilizer. 


I think it would be better if you would homogenize at 2,000 
pounds and 500 rather than at 500 and 2,000 as your letter 
indicates. 


In order to get a dryer ice cream, you may use some of the 
emulsifiers. I would suggest that you try emulsifiers if you 
are not already using any because this will make a much 
dryer ice cream, and one which will not be as sticky. On 
the other hand, I have seen dry ice cream which stood up; 
and that is one of the purposes of dry ice cream, to have 
it stand up. The ice cream which stands up for a long time 
may not wipe clean as you would like to have it with your 
cup-filler. 


I believe I would drop the stabilizer content somewhat and 
see if that does not help the situation. 





“Come now, Fordyce. Surely you're not 
suggesting that we buy our chocolate 
from anyone but *B*Be! Why, their 

products and service are wonderful!” 


BLUMENTHAL BROS. CHOCOLATE CO. 


Margaret & James Sts., Phila. 37, Pa. 
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Golf Tournaments Mark 
New England Uuting 





Ys bore than 250 industry members attended the twenty- 
V Hsixth annual outing of the New England Association 
of Ice Cream Manufacturers, held September 4 to 6 at the 
Poland Spring House, Maine. 

Sports (with emphasis on golf), entertainment and the 
annual banquet were highlights of the outing. 

Winner of the association’s Championship Trophy was 
Edward Saari, Borden Company, Hartford, Connecticut. 
Winner of the H. A. Johnson Trophy for low gross score 
was Arthur Toll, Atlantic Gelatin, Boston. Winner of the 
Paul Harmon Memorial Trophy for low net was Edward 
H. W hite of H. P. Hood and Sons, Boston. 

Winner of the regular Class A tournament with second 
low gross was Wiliam C, 
Rochester, New York. 
by Joseph Yourish, Liquid Carbonic Corporation, Boston. 


Chapin, Vanilla Laboratories, 


Low net in this category was won 


Winner of the Class B tournament with low gross was 
Paul H. Mueller, Clinton Foods, Boston. 


in this category was Howard B. Grant, Publisher of Ict 


Low net winner 


Cream Fieip 

Winners in women’s golf events were Mrs. J. Chester 
Hacker, Mrs. Robert Wise, and Mrs. Donald Carter. 

First place and the Wesley G. Goddard Trophy in the 
horseshoe pitching event went to Max Beach, Pilgrim Dairy 
Service, Boston. 

Other pace-setters in sporting events were Fred Hennig, 
Lily-Tulip Cup Corporation; Ralph Knight, Niagara Blower, 
Boston; and |]. William Bowser, Hendrie’s Ice Cream Com- 


pany, Milton, Massachusetts. 


T j . 
New Yorkers Elect Toleman 

A. E. Toleman, Dairymen’s League Cooperative Associa- 
tion, Utica, New York, is the new President of the Asso- 
ciation of Ice Cream Manufacturers of New York Strate. 
He was elected at the group’s annual convention, held 
September 14 to 17 at Whiteface, New York. 

Also elected were H. C. 


Sutton, General Ice Cream 


7) 


Corporation, Buffalo, New York, Vice President; and Lester 
Smith, Smith Bros. Ice Cream Company, New York City, 
Treasurer. 

Named to the Board of Directors were Mr. Toleman, 
A. Menafra, B. H. Patterson, Jr., A. Ricciardi, E. Dibble, 
Ralph Ellsworth, William Finke, F. W. Lockwood, V. F. 
Hovey, Jr., F. J. Schupp, R. E. Shook and C. O. Wells. 


The Empire Flyers, supply men’s organization, elected 
John Weiss of the Marathon Corporation, President; John 
Goldhamer, Frigidaire Division, Vice President; Keith Van 
3uskirk, National Pectin Products Company, Secretary; and 
John Morey of W ood & Selick, Treasurer. 

Highlight of the convention was a dramatic presentation 
entitled “Super Service Ice Cream Company Delivers,” 
by Michael Bachman of Blue Ribbon Ice Cream Company, 
New York City. Participating in this phase of the program 
were William Finke, George Weiner, L. C. Anderson and Ed 
Dibble. 

A. H. Miller of Abbotts Dairies, Philadelphia, addressed 
the convention on the subject, “What Is Competition?”. 
Other speakers included V. F. Hovey, Jr. and M. G. Van 
Buskirk. 

An extensive social program rounded out the New York- 


ers’ annual meeting. 


Fenn State Plans Courses 


Two short courses in ice cream making will be given by 
the Dairy Department of Pennsylvania State College this 
coming winter. One is designed for ice cream supply and 
equipment men and will be of one week’s duration, from 
The second course will be 


held January 12 to 24 for plant men. 


December 8 to December 13. 


For further information, bulletin, and application for either 
of these courses, write to A. L. Beam, Director of Short 
Courses, Pennsylvania State College, State College, Pennsyl- 
vania. 
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Michigan Boosters Meet 


At a meeting of the Board of Directors of the Michigan 
Dairy Boosters, held September 8 at the Detroit Leland 
Hotel, it was voted that the association hold a bigger 
Boosters’ rally the might before the Michigan Allied Dairy 
Association convention to be held in Grand Rapids in 
February 

The meeting was presided over by H. E. Anderson of 
Bowey’s, and the following ofhcers and board members were 
in attendance. L. W. Carpenter, Dixie Cup, Vice President; 
Worth Weed, Foote and Jenks, Treasurer; C. D. Mallory, 
Globe Paper Company, Secretary; and C. Hodskin, R. E. 
Conley, E. J. Gruber, A Murdock, D. Holmes, H. Novak, 
L.. K. Sedine, and J] H. Hildebrand, Chairman of Publicity. 


Michigan Conference Planned 


The Michigan State College Dairy Department, in co- 
operation with the Department of Continuing Education, 
announces its thirteenth annual Dairy Manufacturers’ Con- 
ference to be held at Kellogg Center, Michigan State Col- 
lege campus, on November 5, 6, and 7. 


Many speakers have already accepted places on the pro- 


gram. Among these are Dr. C. D. Dahle of Pennsylvania 


it sells in 
quantity for 


Quality 


4 
...itll be a volume builder 
for you too! 


rickle* 
candy ice cream 


FLAVORING 


*Butter Brickle is the exclusive 
trode mork @ of 


FENN BROS., INC. 


Sieux Fells, Seuth Dekeote 


State College, noted ice cream authority; and Irving Reynolds 
of the Franklin Ice Cream Company, Toledo, a recognized 
leader in ice cream association work and traveling dairy am- 
bassador for the United States government. 

If reservations are desired at Kellogg Center, write to 
Dairy Manufacturers’ Conference, Continuing Education 
Service, Michigan State College, East Lansing, Michigan. 


NAMA Elects Goldman 


The National Automatic Merchandising Association held 
its seventeenth annual meeting and exhibit at Chicago’s 
Palmer House from September 14 to 17. 

Over 125 companies who manufacture vending machines 
and the products that are sold through these machines dis- 
played many new developments, new products and new 
models of equipment to a record-breaking crowd approaching 
5000, 

The ofhcers of the association were re-elected for 1953. 
They follows: Aaron Goldman, G. B. Macke 
Corporation, Washington, D. C., President; I. H. Huston, 
Spacarb, Inc., Stamford, Connecticut, First Vice President; 
John T. Pierson, Vendo Company, Kansas City, Missouri, 
Second Vice President; and William S. Fishman, Auvomatic 
Merchandising Company, Chicago, Treasurer. 


were as 


Minnesota School Revises Program 


A revised curriculum in dairy technology, designed to help 
graduates take advantage of expanding opportunities in the 
dairy processing industry, has been announced at the Uni- 
versity of Minnesota College of Agriculture, Forestry, Home 
Economics and Veterinary Medicine. 

It will be offered for the first time to students entering the 
college this fall, according t6 J. B. Fitch, chief of the dairy 
division at the university. 

The new four-year program is an extensive revision of the 
dariy products course offered up to the present time. Students 
enrolling will get a basic background of mathematics, physics 
and chemistry during the first two years in order to help 
them better to understand various dairy products and proces- 
ses. Technical aspects will be taught during the junior and 
senior years. More practical experience in dairy plants than 
in the past will be required for graduation. 


Ohio Short Courses Scheduled 


The Department of Dairy Technology at Ohio State Uni- 
versity announces the following program of short courses 
and conferences for the academic year 1952-53: 1. Market 
Milk Short Course, November 10 to 21. 2. Ice Cream Short 
Course, January 12 to 23. 3. Dairy Technology Conference, 
February 3 to 6. 4. Milk Sanitarians Short Course, March 
16 to 20. 

Additional information concerning these courses may be 
obtained by writing the Department of Dairy Technology, 
Ohio State University, Columbus 10, Ohio. 
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Were all tn the steel business / 
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FOR EACH OF US TO GET MORE STEEL... AND PRODUCTS MADE OF STEEL... 
WE'VE GOT TO PROVIDE MORE SCRAP TO MAKE THE STEEL. 


Half the melting stock used in the 
steel mill or iron foundry consists of 
iron and steel scrap. In normal times, 
enough scrap is produced by the mills, 
foundries, railroads, fabricators and 
scrap dealers to fill the need. 


ae now the mills have ste u 
city to meet the greatly an 
ilitary and civilian demands for steel. 

And that increased capacity has out- 
stepped the supply of scrap. 

That is why we are calling on plants 
in both metal-working and NON. 
METAL-WORKING industries to pro- 
vide the needed scrap NOW. 


You have the heavy scrap 
needed to make more steel 


Enough obsolete machinery, equip- 
ment and parts are being carried as 
useless inventory to give a big push to 


the production of steel. Surveys have 
proved this. 

The trick is to get that old steel into 
the hands of the steel producers. 

We're putting that job up to you. 

To help maintain steel production. . 
provide more steel for the equipment 
you want... turn in your idle iron 
and steel to your local scrap dealer. 


Wheat you can do to help 
maintain steel production 


Appoint one top official in your plant 
: take full responsibility for surveying 
the plant and getting out the scrap. 


2. Consult with your local Scrap Mo- 
bilization Committee about its program 
to help out in the scrap crisis. For 
chairman’s name, check with your 
Chamber of Commerce, or the nearest 


This advertisement is a contribution, in the national inteiest, by 
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office of the National Production Au- 
thority, Department of Commerce. 


3. Call in your local scrap dealer to 
help you work out a practical scrapping 
program. Non-ferrous scrap is need 
too. 


4. Write for free booklet, “Top Man- 


agement: Your Program For Emer- 
gency Scrap Recovery”’, addressing Ad- 
vertising Council, 25 W. 45 St, New 
York 19, N. Y. 



















“TYLER TALE” 


Tia Tale of T)#t- 


“25 Years of Food Merchandising 
The Tale of Tyler,” 
produced, hfty-page booklet highlight 
modern 


twenty-five food merchandising ideas 


an elaborately 


ing twenty-five tood stores. 


and Tyler's twenty-fve vears of ex 


perience in commercial refrigerator 
manufacturing, has just been released 
by the Tyler Fixture Corporation in 
commemoration of its Silver Anni- 
Versary 

The booklet contains case histories of 
25 modern food stores, most of which 
were planned through cooperative ef. 
tort on the part of the store owner, or 
his architects, the local Tyler agent, 
and the Tyler store planning depart- 
ment. Over ninety large photographs 
taken in these stores illustrate many 
unique new ideas in sto-e arrangement 
and equipment, including Tyler com- 


mercial refrigerators, refrigerated dis 





Your Firm Name 
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Your Name 


Your Title 





New Products | 








play cases, walk-in coolers, retrigerated 
display tables and storage freezers. 
The booklet also features twenty-five 
tested and proven merchandising ideas 
compiled for use by the retail food mer- 
chant, and covers brie‘ly the twenty- 
hve-year history of the Tyler Fixture 
Since 


Tyler 


Corporation. 
1927 the 


pioneered 


its founding in 
organization has 
many important improve- 
ments, according to Robert L. Tyler, 
president. 

Mr. Tyler also states that in o-der 
to obtain a more objective interpreta- 
tion, the booklet was prepared by an 
outside group working closely with the 
typical Tyler agent, and not by the 
corporation or its advertising agency. 

A complimentary copy of the new 
htty-page booklet can be obtained by 


writing the Tyler Fixture Corporation. 


DISPLAY SHELVES 2 


Middle West and Sales 


Company has developed shelves to fit 


Display 


all V.M. superstructures which enable 
increased display of toppings and other 
related items. 

Each shelf is ten inches wide and 
twenty inches high and comes with 


a chrome top. It will fit most ice cream 


—INFORMATION PLEASE 


To New Products Department, 
Ice Cream Field 

19 West 44 Street 

New York 36, N. Y. 


I would like to know more about the 
following New Products mentioned in 
the October issue. 


(Print Identifying Numbers ) 
ee eee we. aoe Roe a 


cabinets. Installed without drilling or 
bolting, the shelf extends the super- 
structure to a length of sixty inches. 
Additional information and literature 
are available from the Middle West 
Display and Sales Company. 


GUNDLACH ITEMS 3 


G. P. Gundlach & Company has an- 
nounced its 1953 flavor-of-the-month 
program for ice cream manufacturers. 

The 1953 flavors are: January— 
Twirl, February — White- 
house Cherry, March—Butter Caramel, 
Nut, May—Straw- 
berry, Jume—Grenadier Cherry, July 
Chiffon, 


September—Banana 


Chocolate 
April—Pineapple 

Lemon August — Peach, 
Nut, October— 
Caracas Chocolate, November—Butter 
Praline, and December—Nesselrode. 

The Gundlach organization has de- 
veloped diversified sales promotion and 
distribution media including point-of- 
purchase, store, window display, news- 
paper, radio and television features to 
implement the 1953 merchandising 
campaign. 

Year-round outdoor displays to en- 
able dairy and ice cream firms to round 
out a selling job by lithographed-in- 
color twenty-four sheet billboards have 
been created by the company. 

The Gundlach organization has de- 
signed the full-color displays for use 
on standard 8 8” by 19 6° outdoor 
boards. ’ 

Heavy-roasted almonds fresh from 
sun-nurtured California hillside groves 
provide basic ingredients and flavor for 


the butter almond and butter pecan ice 
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cream ilavors to be promoted in No- 
vember by the Gundlach company. 


Imported Italian marrons (chestnuts) 


provide the palate-tempting appeal of 
Nesselrode ice cream for the 1952-53 


yuletid> season developed by the firm. 


Gundlach is conducting a compre- 
hensive promotional program to popu- 
larize Italian marron flavor in the Nes- 
selrode ice cream. Promotional activi- 
ties will include point-of-purchase store 
displays and dominations; newspaper, 
radio and television advertising; win- 


dow and store posters and other “con- 


formula which reportedly enables the 
ice cream manufacturer to produce 
pistachio ice cream with a scientifical- 
ly-controlled jlavor-and-color uniformi- 
ty. 

Meanwhile, popular acceptance of 
the new “mile high” FroZo Shake, low- 
tat, thick milk base, and FroZerta, 
low-fat frozen dairy dessert, has been 
disclosed by the Gundlach company. 

The firm, which conceived and origi- 
nated both the FroZo Shake and the 
FroZerta dessert, has launched aggres- 
sive promotional sales, advertising and 
distribution efforts. Gundlach is ne- 
gotiating franchise agreements with ice 
cream manufacturers for production 
and distribution of FroZo Shake and 
its companion FroZerta, with the same 


basic formula used for the base in both. 


PACKAGING AID 4 


A new attachment for varying the 
opening of the carton hopper on the 
Anderson Brothers Manutacturing 


and glue flaps. It eliminates the neces 
sity of stopping the machine to make 
adjustments such as are occasionally re- 
quired when ice cream processors use 
cartons from two or more suppliers. 
The attachment has been developed by 
Marathon Corporation, manufacturers 
of cartons and other food packaging, 
in cooperation with Anderson Brothers. 

Attached to the carton hopper, the 
device (A on the photograph) simplifies 
the adjustment process to a single 
thumb screw operation (B) which per- 
mits mitering of the cartons while the 
machine is in operation. 


Successtul tests were made at a num- 


17 gees ea 


sumer-lure” projects. 


“aon ver ‘i SER seit 
it nce N WOR Al aE set 


Company’s ice cream {filling machines 
Model 145 and 175, will permit the 
import of pistachio nuts from Afghani- easy adjustment of the opening to take 
stan to introduce a new pistachio care of different thicknesses of board 


ber of ice cream packaging plants this 
summer, and Anderson Brothers can 


furnish the new attachment to all cus- 


The company has just announced 


tomers desiring it. 


STANDOUT BODY at the DAIRY SHOW 
. . « CUSTOM BUILT by MURPHY 


Were you one of the thousands who saw this 





outstanding body at the show? If you 
were, youve seen for yourself the 
superior design, construction and 
payload that make Murphy Bodies the 
leaders in long-lasting, economical per- 
formance. 
Be sure to check Murphy before you order 
your next body. 
Shown here is the ice cream body ex- 
hibited at Chicago. 1050 gallons capacity, 
refrigerated with Kold-Trux unit. All steel 


construction; insulated with lightest in- 
sulating materials. 


MURPHY BODY WORKS, INC. 


ICE CREAM AND MILK BODIES 
FOR THE DAIRY INDUSTRY 


Telephone 3361 
WILSON, NORTH CAROLINA 
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CP COMPRESSOR 


A new ammonia compressor of up 
to 200 tons capacity is being manu 
Package 
Company. The new 
is called the 6H Type “K” 
ammonia compressor, and is the largest 
of CP’s type “K” 


pressors 


tactured by the Creamery 
Manutacturing 


mode! 
multi-cvlinder com 


Che 6H ts compact in design and re- 
quires no more floor space than many 
lower capacity compressors. It in 
corporates all the features of other CP 


type “K” 


water-jacketed 


compressors, including full 
water-cooled 
torced-teed 
lubrication, automatic capacity control, 


cylinders, 
seal bearing, oil cooler, 
unloaded starting and CP shaft seal. 
The 6H 1s a 6 cylinder, 6°4 x5 com- 
pressor Ar 20 pounds suction line 
pressure and 155 pounds condenser 
pressure, it produces over 108 tons of 
refrigeration; with suction pressure at 
45 pounds, it will produce 209 tons. 
Descriptive bulletin is available from 
the Creamery Package Manufacturing 


Company. 


TRUCK UNIT 6 


The Eldon Miller Company has an- 


nounced production of a new, simple, 


lightweight “packaged” truck refrigera- 
tion unit 


Operating trom the power take-off 


on the trucc«-transmission, the power 
source is as dependable as the truck 
chassis upon which the unit is installed. 
Specially designed vacumatic speed 
control maintains efficient compressor 
speed at all speed ranges through which 
the truck must operate and gives as- 
surance that the compressor will not be 


A blower 


type evaporator responds immediately 


driven at excessive speeds. 


when the unit is operated and provides 
rapid cooling and air circulation within 
the hody 

In addition to the Model “40” which 
operates only when the truck engine is 
running, three other models with elec- 
tric motors for night plug-in are avail- 
able. They range from | H.P. through 
2 H.-P. with types tor both high and 
low temperature application. 

Possibly as important as any one 
feature, according to the manufacturer, 
is the simple installation requirements 
ot the unit. Field or factor installations 
regular factory or 


can be made by 


automotive mechanics. The system is 
charged with Freon and factory tested. 
No refrigeration experience is needed 
to install. 

The units are in production now and 
For full 


write the 


sales literature is available. 
information on the unit. 


Eldon Miller Company. 


RIGID SQUARE-PAK 7 
Rigid Square-Pak, a square bulk ice 


cream container with 3!) gallons ca- 
pacity, is a new development in bulk 
ice cream packaging. It is the result 
of a program of research and a study 
of market needs carried out jointly by 
Marathon Corporation and the Inter- 
national Paper Company, Container 
Rigid Square-Pak will be 
manufactured by International Paper 
Company and merchandised by Mara- 
thon. 


Division. 


The new container 1s made ot a 


specially designed corrugated paper- 
board (for strength) with a wax 
treated, bleached Kraft liner (for pro- 
tection and cleanliness). It has three 
parts—the square container, a bottom 
insert, and the separate top. Outside 
dimensions are 9%," Xx 9%" x 9%," 
It can be printed in one or two colors 
on the sides. 

Market testing has shown that Rigid 
Square-Pak offers these advantages for 


the dealer: 


1. A 40° increase in cabinet storage 
capacity—leaving more space for 
specialty items. 2. Placed two deep in 
storage compartments, Rigid Square- 
Paks are at a convenient height for 
dipping. 3. Square shape eliminates 
“spin” when scooping. 4. Wide top 
opening makes dipping easy, preserving 
the texture of the ice cream. 5. Ice 
cream “fractures” more easily from flat 
sidewalls—no waste. 6. Square shape 
reduces frost accumulation. 7. No 
metal to scratch cabinets. 8. Simple to 
dispose of when empty. 9. Fits over 
70° of fountains and cabinets in use 
today. 

Ice cream manufacturers find Rigid 
Square-Pak easy to set up, fill, harden 
and deliver. It has these advantages, 
according to the manufacturer: 

1. It is designed for use on existing 
equipment. 2. Its three parts are shipped 
and stored flat. 3. It sets up quickly by 
hand without use of any forming equip- 
ment. 4. It has an exclusive bottom 
closure lock. 5. A single operator can 
handle set up and filling, holding con- 
tainer by ‘lange. 6. Wide square open- 
ing makes it easy to fill accurately to 
top. 7. Overfills are caught on flange 
8. Strona side- 


walls will not bulge when filled, as- 


—easy to wipe clean. 


suring accurate capacity. 9. Ice crean. 
in Rigid Square-Pak hardens rapidly t 
proper texture. 10. Permits 20° ex: 
pansion in truck capacity (or holdover 
cold room)—with better and firmet 


stacking. 


KARI-KOLD BOOKLET 


ew distribution 

manuracturers has 
developed—that is. to take the ice 
cream directly housewite. It’s 
delivered Dy 
bakery man delivers nouse-to- 
house. 

This method has been facilitated by 
the new mechanical refrigeration unit 
conceived by the Kari-Kold Company. 
The new unit is a compact, self-con- 
tained electrical refrigeration unit with 
thirty-hour hold-over plates that give 
assurance of uniform temperature 
throughout the thirty-hour period. No 
rehandling of the contents each evening 
is nmecessary, the unsold merchandise 
remains in the refrigeration unit while 
reconstituted by 


merely plugging the unit into an elec- 


the temperature is 
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trical outlet provided in the garage. 
This development in the house-to- 
house delivery of ice cream has brought 
about new opportunities in expanding 
the ice cream market. Successful ex- 
periences by individual dairies point to 
this method to increase the profits of 
drivers. The dairies get a larger portion 
of the consumer dollar wherever the 
driver stops, and increase sales of ice 


cream at low cost. 


It has been established that a milk 
truck equipped with one of these elec- 
trical units sets in motion a desire to 
handle ice cream on the part of the 
driver. It’s convenient for him to 
handle. This combined with the profit 
advantage to him expands sales. A 
recent study of one dairy has proven 
that a single milk truck in a fleet fully 
equipped with these units will average 
better than $12,000 per year in ice 


cream sales alone. 


Kari-Kold Company has made an 
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extensive study of the activities of 
many dairies that have started out with 
a single unit and expanded their equip- 
ment until the entire ‘leet has been 
equipped. Facts and figures on the 
operations have been kept confidential 
by the dairy managements and only 
tragmentary inklings of the profits and 
growth of this house-to-house delivery 
ot ice cream have been made available. 
Bur all the facts point to a new trend. 

This study of the profitable opera- 
tions and the methods employed by 
these dairies is disclosed in a booklet 
published by the Kari-Kold Company 
entitled “How to In¢rease Profits with 
Ice Cream Sales from Retail Milk 
Routes.” This booklet presents a 
comprehensive study of this new market 
in the distribution of ice cream. it 
takes the key ideas emvolyed by each 
dairy successfully and reviews the meth- 
od—its weaknesses and storng points. 
It’s available by writing the Kari-Kold 
Company, according to Grant Lorch, 
President. 


CARBONATION METHOD 9 


Carbonic Dispenser, Inc. has intro- 
duced a new development in the meth- 
od used to carbonate water. 

The new principle, under U. S. 
Patent No. 2,588,677, is exclusively the 
property of Carbonic Dispenser. It is 
being presented to the trade in a new 
line of carbonator equipment, trade- 
named Supercharger. 

Supercharger carbonators, without 
use of any mechanical agitators or re- 
frigeration equipment, convert ordinary 
tap water into concentrated carbonated 


water. 


A specially designed jet intake nozzle 


toamesces and recirculates the water at 
high velocity into a pressure tank con- 
taining CO. gas. This action destroys 
the surface tension of the water. As a 
result, countless bubbles are formed. 
The bubbles are filled with and sur- 
rounded by CO, gas, which makes for 
almost 100°) saturation. 

Supercharger carbonators are built 
with 190 to 500-gallon per hour capaci- 
ties. Both horizontal and vertical tank 
units are available. The equipment is 
completely automatic, quiet in opera- 
tion and approved for use, without pre- 
cooling, with any water pressures and 
with any type of beverage producing or 
dispensing equipment. 


COLORED CABINET 10 


Now you can get an ice cream 
cabinet in color, including the popular 
candy-stripe. It’s an innovation by 
Weber Showcase & Fixture Company, 
Inc., to make ice cream cabinets at- 
tract more attention and se'l more 
merchandise. 

“Ice cream cabinets in distinctive 


colors have increased sales substantially 


in a number of test installations,” said 
Karl Weber, President of the firm, in 


announcing the new color policy. “We 
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believe that more and more stores will 
want cabinets to harmonize with their 
over-all color scheme , and that ice 
cream manufacturers can help identify 
their brands by having their cabinets 
n color.” 

To launch the new color feature, 
Weber is making its most popular ice 
cream cabinets available in a choice of 
colors. For detailed intormation write 


Weber Showcase & Fixture Company. 


WEILLER DISPLAY 11 


An original display tor halt-gallon ice 
cream packages currently offered by 
the Weiller Comzany has achieved note- 
worthy success in promoting half-gallon 


5 iles 


Phe unique effect is created by means 

the advertiser's cartons, which are 
stacked on a concealed wire pole, with 
human interest introduced at the top in 
the torm of a little Loy or girl hgure 
in sitting position resting on the carton. 
Chis device provides sidepreces tor any 
point-~oi sale material, or serves to at- 
tract attention by itself. The display 


is constructed for the “trunk style 


carton, and will hold either six of the 
horizontal type or four vertical style 


packages. 
SODA UNIT 12 


A 3 G6 soda unit or stainless steel 
bobtail fountain—sturdy and sanitary 

designed for installation where many 
drinks are wanted quickly has been de- 
veloped by the Bastain-Blessing Com- 
pany. The unit is equipped with a 
carbonated and a plain water draft arm, 
also with two patented Coldroint bever- 
age dispensing systems. The latter en- 
able an operator to dispense four dif- 
ferent flavors of drinks by merely push- 
ing the draft arm handles. 

A drive-in theatre operator reports 
having served 263 seven-ounce drinks 
during a twelve-minute intermission. 
The large storage compartment contains 


four syrup tanks and two extra large 


chipped ice bins. Two syrup pumps 


and jars also are provided. 

For complete information write the 
Bastain-Blessing Company, and ask 
about Model No. 2493 with Coldpoint. 


PORTION CONTROLLER 13 


A new portion controller is currently 
being marketed by the Pelouze Manu- 
facturing Company. Bruce Adams, 
President of the company, reports the 
scale was designed and developed at 
the request of Harvey F. Swenson, 
President of the Sweden Freezer Manu- 
tacturing Company. 

Specifically, the portion controller is 
a scale for the proper sizing of the 
soft served product that is dispensed di- 
rectly from the freezer. It is a maxi- 
mum thirty-two-ounce scale with a re- 
volving dial face. This permits quick, 
easy checking of the net added weight 
of the ice cream portion or the soft 


served product, less the container ofr 


dish. 


Mr. Adams points out that a good 
example of the portion controller’s use- 
fulness would be to check the net 
weight of ice cream served a la mode 
on a piece of pie. For further infor- 
mation, write to the Pelouze Manu- 
facturing Company. 
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MOJONNIER BOOK 14 











“Swaners Pioneer Bulk Milk System 
in Iowa”—the full year’s operational 
report of the first mid-west dairy to in- 
stall 100°% skip-day pickup, is a fea- 
tured story in the latest edition of 
“Food” magazine. Published by Mo- 
jonnier Bros. Company, manufacturer 
of a complete line of dairy processing 
equipment, this issue contains a number 
of well illustrated installation stories of 
interest to dairymen. Latest dairy proc- 
essing developments, newest techniques 
and product applications round out the 
contents. Copies are available by writ- 
ing direct to Mojonnier Bros. 


ROWE VENDOR 15 


Rowe Manufacturing Company an- 
nounces that it will manufacture a new 
automatic ice cream vending machine. 

Dispensing either 200 bars or ice 
cream sandwiches, this vendor is de- 
signed to cut operating costs by elimi- 
nating the need for daily servicing. 


Fully automatic, the Rowe ice cream 
vendor features a changemaker that ac- 
cepts nickels, dimes and quarters. Mea- 
suring 28” deep x 43” wide x 45” high, 
this machine is powered by a '4 h.p. 
Nash-Kelvinator refrigeration unit. The 
cabinet is finished in a hammertone 
green color, with an electric display sign 
used to advertise the product and cap- 
ture the attention and impulse pu-- 
chases of passers-by. 

Rowe is well-known as a producer of 
cigarette, candy and milk machines. 
Several of the firm’s operating subsidi- 
aries have been engaged in ice cream 
vending, and the current Rowe vendor 
is the outgrowth of efforts to design a 
unit that can merchandise this product 
more profitably. Descriptive literature 
can be obtained by writing the Rowe 
Manufacturing Company. 


KEL-KING 16 


France E. Kellogg Company has in- 
troduced “Kel-King,” a pure vanilla ex- 
traction of high concentration. It is 
made from choice Bourbon and Mexi- 
can beans by a direct-extraction process, 
with no distallation or evaporation of 
any kind, according to the manufac- 
turer. 

One ounce flavors five gallons of mix. 
Its high concentration permits economy 
in the manufacture of vanilla ice cream, 
the Kellogg firm states. Additional in- 


formation is available on request. 


BOB-ETTE 17 


Kelvinator Division of the WNash- 
Kelvinator Corporation has acquired 
exclusive sales rights of the “Bob-ette” 


Once Tasted...the Truth is... 
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syrup and crushed fruit dispenser. The 
unit is designed to make more “wet” 
stops out of “dry” stops and thereby 
sell more bulk ice cream. 

Compactly designed, the “Bo>-ette” 
has two syrup dispensers, four “wells” 
for crushed fruit, and a cold beverage 
department. It is said to be ideal for 
outlets unable to allot space for a full- 
size fountain and for retailers desiring 
to give sodas and sundaes a “trial run.” 








The “Bob-ette” fits any standard 
Kelvinator cabinet. Installation is 
achieved simply by removal of a single- 
width lid of the cabinet and placement 
of the bobtail unit. The unit is de- 
scribed as “sturdily made, light in 
weight and easy to handle.” 

Complete information and literature 
are available on request. 





USE THE COUPON ON 
PAGE 74 TO OBTAIN MORE 
INFORMATION ABOUT 
NEW PRODUCTS. 





Bis ALL 


you need to know 


about VANILLA for ice cream 


Write KELLOGG’S FOR FACTS TODAY 


FRANCE E. KELLOGG CO. 
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121 N. BROADWAY, MILWAUKEE 2, WIS. 

































































au? 





Fr) 
Ye 


Sh SACRA 8% 



































Ky, ely RAR IN 































































Chicago 


lee Cream Field 


Leaders During 





ist ROW: Sam Sawyer of the Dixie Cup 
Co. with Paul Mooney of Drumstick, Ken 
Kagan, Keystone Paper & Box and Cros 
by Goshgarian, Melrose Ice Cream Co.: 
George Armstrong and Les Perkins of 
Armstrong Creamery with Jim Daley of 
Emmadine Farms. 


2nd ROW: At the Nash-Kelvinator booth 
are Jack Gage, ‘Red’ Haight, Don Car- 
ter and Harold Priest; M. F. Feather of 
Dromgold & Glenn with R. F. Quinn and 
L. G. Mills of Patton Creamery. 


3rd ROW: C. J. Nielsen and R. J. Warn 
of Masseys; A. Grant and Wm. Melish 
Harris of Wm. Melish Harris Associates: 
Grant Lorch of Kari-Kold and William 
S. Lenker, Lenkerbrook Farms. 


4th ROW: Tom Cochran and Bill Wade 
of Eskimo Pie; J. E. Pontious, Taylor Ice 
Cream and W. H. Murphy of Murphy 
Body Works; Sam Sabel and A. J. Bloom- 
berg of R. W. Snyder Co. 


Sth ROW: P. W. Budworth and W. F. 
Switzer at the Frigidaire exhibit; Mr. & 
Mrs. J. C. Williams at the Cherry-Burrell 
booth with the new ‘Retailer’ freezer. 


6th ROW: C. H. Williard, Lindale Dairy 
Corp. and Reid McNamara of Sealright;: 
Grant Lorch and Fred Lahr of Lahr Ad- 
vertising: Myron Steczynski of Bastian- 
Blessing Co. with D. A. Gruenewald of 
Gruenewald Store Equipment. 


7th ROW: Andrew C. Quale and Cliff 
Phoenix of Walter Baker Chocolate Co- 
coa Div.: Bob Weir and Earl Forster of 
Cherry-Burrell; H. N. Finkelman of Dutch 
Maid Ice Cream and L. N. Johnson of 


Boweys. 


8th ROW: Andrew DeBalogh, Ziggie 
Kuhnreich and Al Blanding of American 
Breddo: John Morse of Foote & Jenks: 
Miss M. F. Plate and J. C. Sancken of 
Ambrosia Chocolate. 


9th ROW: Walter Wachowitz and W. J. 
Wachowitz, Jr. of Alloy Products; Mr. & 
Mrs. Eugene Goldstein of Golden Qual- 
ity Ice Cream; Fred Hollweg of Thomas 
W. Dunn Co. 
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Focuses on Trade 
Dairy Week 











ist ROW: Don Carter and Mr. & Mrs. 
H. C. Patterson of Nash-Kelvinator: Dr. 
J. G. Leeder of Rutgers University and 
R. A. Simonet of Robert A. Johnston Co. 

















2nd ROW: Russ Sears and John Leslie 
of Lynch Corp. with Vincent Taylor of 
Olean Creamery: Bill Stinson and Alex 
Brown of Cherry-Burrell. 












3rd ROW: Mr. & Mrs. Perry Keesee of 
Knolle Jersey Milk Products with Sally 
Mahoney; Frank Gleason of Copeland 
Refrigeration, J. Kelleher of Weber and 
Rudy Berg of Copeland. 














4th ROW: H. Ungland, G. E. Graham 
and Clifton Wilson, all of Sutherland Pa- 
per: Don Chunn and Jack Hartwick of 
Quinte Milk Products with J. A. Cowan 
of Nash-Kelvinator. 
















5th ROW: Stewart Giffin and Mark Bu- 
ford of C. J. Van Houten & Zoon: at 
the David Michael & Co. room were 
Walter Rosskam, Bob Rosenbaum, George 
Rosskam, Eli Rosenbaum and Rhen Gun- 
drum; Ralph Abrams of France E. Kel- 
logg Co. 









































6th ROW: H. G. Greenslate of Fenn 
Bros., Bill Godfrey of Kelvinator and 
Pete Scheid of Fenn: Paul Martin. Dixie 
Hager and Con Langfield at the North. 
ville Laboratories booth. 


7th ROW: Ernest Reid of High's Ice 
Cream and Tom Hackney of Hackney 
Bros. Body Co.; C. Erickson of Port Mor- 
ris Machine with H. D. Wagner of Pet 
Milk; Nat Nash of Lanco Products. 


8th ROW: Paul McComb, M. D. Jones 
and J. P. Taylor, all of Phenix Foods; H. 
G. Greenslate, H. R. Scheid and John 
Klovstad of Fenn. 


9th ROW: Gus Kindervater, E. R. Weig- 
man of Anheuser-Busch; Paul Wilkerson 
and Merl Michaels of Prairie Farms, Fred 
Callans of Alpha Aromatics and George 
Stallard of Prairie Farms. 
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ist ROW: Howard B. Grant, Alex E. Free 
man, Louis Tranzillo, Jr.. and Jay Sandler 
all of the ICE CREAM FIELD staf 
George Thompson of Smithco, T. A. Buck 
ley and Jack Burlington of Vendo Co 
C. A. Miller, Mr. & Mrs. Bob Lamson, Jr 
of Hudson Mfg Co 


2nd ROW: Charles F. Zak of Beatrice 
Foods, Barr Cannon of the Schnabe! Co 
Milton Sanders and Gilbert Sanders of 
Gandy Creamery: Ernest L. Ernst of Alpha 
Aromatics with Harold WH Ranger Jr 
and George A Willey of Elmhurst Dairy 
Harvey Swenson of Sweden Freezer Mig 
P. Vilmore of Dairy Queen and H. Glenn 


Starr of Sweden Freezer. 


jrd ROW: H. W. Bevarly, L. D. Roy, Jr., 
B. Miller and H. Mcintosh of the Votator 
Division of Girdler Corp.; H. A. Pfiffner, 
Walter McGuire, and Harry Nellist at the 
Creamery Package booth; Irving Works- 
man, Charles Lundberg of Borden's, Ra- 
cine, and M. Worksman of Worksman 
Cycle Co. 


4th ROW: Dean Limpert, Howard and 
Maxine Strayer, and Bob Limpert of Lim- 
pert Bros.; at the S & S Cone booth are 
Laverne, Maurice Yohai, G. DeVore of 
Drumstick and Ken Kagan; Howard Grant 
of ICE CREAM FIELD with Dave Ballard 


of Sweden Freezer. 


Sth ROW: James H. McGrath, Jr. and 
J. J. Lanzer of C. J. Van Houten and 
Zoon, Fred Greenleaf of Lehigh Valley 
Coop, and Melvin F. Vincent of Van Hovu- 
ten; Joseph Surry of Alpha Aromatics, 
Mr. & Mrs. C. Gardner of Weber Dairy 
and Fred Callans of Alpha: Sam Sawyer, 
Dixie Cup, Walter Irving of Swift's, Chi- 
cago, ond H. Carew of Dix'e. 


6th ROW: At the Joe Lowe exhibit are 
George Marvin and Karl Charles: A. B. 
Wyatt of Murphy Body Works, S. G. But- 
ner of Gulf Paper, Mrs. W. H. Murphy, 
and H. W. Murphy of Murphy Body: 
Leonard Beach of Beach Milk with George 
Huffman of Ex-Cell-O. 
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--- DAIRY SHOW HIGHLIGHTS 





ist ROW: Dan Demore, J. A. Wilkerson, 
C. C. Ryan, B. H. Clark, H. W. Kleist 
and L. E. Smith at the Dole Refrigerating 
Co. exhibit; at the National Pectin booth 
are A. J. Leo, Jr., O. E. Ross, Frank Tyler 
and G. H. Hollingsworth. 


2nd ROW: Anderson Bros. Mfg. Co. cared 
for the many visitors at their booth with 
this staff: seated, H. Cop, Walter Gun- 
nerson, Ralph Anderson, Bob Sorenson and 
R. Turner of Turner Automatic Machine 
Co., England, and Swan Anderson: stand- 
Walter Johannes, 


ing, Joe Cavacaio 


George Revell, William Ellison, Roger 
Bergstrom, Russ Leaich, Joe Dobeck, Carl 
Gentry, R. F. Lyons, Joe Coniglio and 
Ray LaForge; Drumstick representative R. 
B. Ware of Ware Products, D. S. Dinjian, 
Melrose Ice Cream Co., Morrie Yohai and 
Harry Gelke of S & S Cone Corp. 


3rd ROW: Carl Koerver, Frank Strong 
and Charles Russell, Claude Wells, Ted 
Crandall, and G. H. Stuart, all of Whit- 
son Products; R. G. Moench and Co. rep- 
resentatives included Vern Berry, R. H. 


Brainerd, E. B. Forbes, L. N. Cohan, Bob 
Moench and George Reid. 


4th ROW: Jason Bloomberg, Gene Hol- 
lis, Frank Moser, and N. Urban of R. W. 
Snyder Co.; Mr. & Mrs. A. T. Tsoumas of 
Eskimo Kooler, Miss N. Sauser and Mr. & 
Mrs. N. Giovan. 


Sth ROW: L W. Chapin of Vanilla Labo 
ratories with Mr. & Mrs. Ray F. Olds of 
Modern Milk and Ice Cream: Jake Martin 
of Velvet Freeze, Joe Lowe of Joe Lowe 
Corp., Mrs. Jake Martin and Sidney 
Martin. 
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Chicago 


ist ROW: R. W. Gries, Tom Churchill, 
Floyd W. Weiland and Elmer T. Ren- 
nicker at the Walter Baker Chocolate 
booth: W. S. Maute, Paul Thurston and 
T. J. Torjusen of Foote & Jenks. 


2nd ROW: At the Stein, Hall booth are 
Joe Richmond, A. Sutherland, N. J. Di- 
Masi and Herbert Goldfrank: Ed Cobb 
of McDonalds Ice Cream, Keith Van 
Buskirk and Jim Head of National Pectin. 


3rd ROW: At the Freezer Box Division 
booth, N. Erik Almen, T. A. Dale of the 
Wood Refrigeration, Inc. and H. G. 
Hiatt of the Freezer Box Division; Phil 
Rundquist and Don Mitchell of Mara- 
thon Corp. 


4th ROW: W. W. Kramer, J. M. Wells, 
E. L. Raining and S. B. Wolfe, Jr., all 
of Ingersoll-Rand; A. Maione, General 
lce Cream Corp., Bill Rabin, Empire Bis- 
cuit and J. P. Turri, General Ice Cream 
Corp. 


5th ROW: David Burtnett, Creamery 
Package, Cliff Belden, Enid Corp., and 
O. B. Witte, Creamery Package; Adolph 
Mann, Mann's Candies, Jack Seligman 
of Seligman Candy Co. 


6th ROW: Dewees Showell and Charles 
M. Conover of the Mulholland-Harper 
Co.; Michael and Lester Smith of Smith 
Brothers Ice Cream: Art Weiskircher of 
the Ohio Valley Dairy with Roy Moersch 
of the Schnabel Co. 


7th ROW: William M. Green, Jr., of 
Triangle Package Machine Co., V. K. 
Shuttleworth of American Can, and L. 
R. Muskat of Triangle Package Co.; 
Mickey Glaubman of American Food 
Labs. with C. L. Wrenshall and Malcolm 
Nielsen of the Charles Pfizer Co. 


8th ROW: Ted Thompson and R. A. Mc- 
Cluskey of Emery-Thompson Machine & 
Supply Co.; E. M. Fritz and his sons, E. 
G. Fritz and P. G. Fritz of Grand Rapids. 


9th ROW: W. C. Ryan, Mr. & Mrs. John 
J. Barry and Mrs. W. C. Ryan of Barry 
& Baily Co.; Ray Mansmann of the 
Schnabel Co.; Jack Erickson of Choco 
late Products Co., and H. S. Kegle of 
Kegle Dairy. 
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ist ROW: Charlies Godwin of Whitelawn 
Dairies, Mickey Glaubman of American 
Food Labs., Simon Rodnon and Harold 
Miller of Whitelawn: Ed Fritz of Grand 
Rapids Cabinet, R. W. Buhler and W. 
E. Buhler of Mari-Gold Dairy; Dick Gross 


of Joe Lowe. 


2nd ROW: Lee Worthington and James 
Tranter of Kold-Hold Mfg. Co.; R. C. 
Quine of Akron Equipment; Charles QO. 
Sherman of Phenix Soda Fountain, Har- 
vey Duke, Links Ice Cream and Harvey 
Swenson, Sweden Freezer. 


3rd ROW: Weston Vogel of Savage 
Arms with E. J. Mather of Southern 
Dairy: H. Tipen and J. R. Keyes of 
Kurly Kate Corp.; Bob Wise of National 
Ice Cream and Bill Chapin of Vanilla 
Labs. 


4th ROW: Dot Sappington of Central 
Dairy and John Swisher, Savage Arms; 
at the right is Joseph Manory of Manory 
ice Cream, Troy, with Vernon Hovey, Sr., 
of General Ice Cream: Harry Stetzer 
and Thomas F. Corrigan of the Nestle 
Co. 


Sth ROW: George Dooley of Eastern 
Paper & Box; Dave Pascal of Pascal 
Equipment; R. E. Taggert and R. L. Sears 
of Lynch Corp.; Mr. & Mrs. J. E. Mistarz 
of Chicago Stainless Equipment. 


6th ROW: Mr. & Mrs. Con Langfield of 
Northville Labs: Bob Norris of Schaefer, 
Inc.; Barney Parker and L. Smith of 
Drumstick. 


7th ROW: Jim Lawless and Sami Price 
of Frosted Fruit Products: Clare Perkins 
of Bailey & Perkins and Alex Freeman of 
ICE CREAM FIELD; Dave Meese at the 
Meese, Inc. exhibit. 


8th ROW: J. J. Downs, Robert Bloom- 
er, Bill Tower and Jack Hutchinson, all 
of Bloomer Bros.; Bob Kerney, Parker 
Vanilla: Paul Girton and Robert Asson 
of Girton Mfg. Co. 


9th ROW: Aubrey Davis and P. Groom 
of Wilson Refrigeration; Mr. & Mrs. 
Henry Flaherty of B. Young & Co. of 
America; Chuck Robin and Dr. J. S. 
Kolder of Minick's lee Cream. with E. 
C. Scott of Crest Foods. 
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ICE CREAM FIELD CAMERA ... 


BOO. 


2 





ist ROW Charles Grube of Wilbur 
Suchard Chocolate, J. P. Turri of Genera! 
lce Cream, George Reid of Wilbur, H. 
Sutton of General Ice Cream, J. H. Sid 
dall and Bob Kenny of Wilbur: John Si 
R. Broadstock, B. P. Abrams, and 
Carl F. Lilie, at the Stanley Knight booth. 


lander 


2nd ROW: Dave Gundrum, H. C. Camp 
bell and A. H. Barrington of Morris Pa 
per; Bernard Hanson, George Jutras and 


Clton Hess of Schaefer with Millard Owen 
of General Ice Cream. 


3ird ROW: T. W. Jacobson, Eugene Weil- 
ler, Pauline Silver, R. J. Binne, Jack White 
and J. W. Semsker at the Weiller Co. 
booth: Jess Kaiser, Gordon Wright, Fred 
Staehle, and Bart Rose at the Schaefer 
booth. 


4th ROW Wolf of Ambrosia 
Chocolate with C. A. Wood, F. K. Koepke 


Henry 


and H. P. Smith of Will'am J. Stange Co.; 
Joe Grube! of Schnabel, S. L. Johnson- 
baugh of Defiance Milk, Robert H. Vro- 
man of Vroman Shaver Co. 
Moersch of Schnabel. 


and Roy 


Sth ROW: A. H. Knese, Gene Campbell, 
Ernie Wupper, Ted Hudson and Ed Lucas? 
at the Blanke-Baer booth: Ray Hooper, C. 
W. Dungen, J. Sheeder and W. S. Switzer, 
all of Frigidaire. 
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ist ROW: Dr. R. J. Ramsey of Ramsey 
Laboratories and William E. Forth of Cun- 
ningham Drugs: Miss Hortense Nelson, 
James Nelson and Mr. & Mrs. Chas. Nelson 
of C. Nelson Mfg. Co.; Larry Meyer at the 
Meyer Body Co. booth; Maurice J. Ayl- 
ward, Jr. and Ben Altheimer of Milprint. 


2nd ROW: Robert Wildman of General 
Equipment Sales Co.; J. L. Dolphin of 
Sealright with S. O. Dungan Il and J. D. 
Dungan of Polk Stationary Dairy; Larry 
Klein of Kelvinator and R. K. Merritt of 
R. K. Merritt & Associates with the new 


Sho-Lite merchandiser: Norman Thomas 
and T. Flake of Joe Lowe Corp. 


3rd ROW: A. C. Boaall and H. J. Thurber 
Jr., of C. M. Pitt & Sons: Earl Weed and 
Worth Weed of Foote & Jenks: M. F. 
Kottmeir of Ice Cooling Appliance with 
the new milk vendor: Robert C. Christian- 
sen with Bernard Hanson of Schaefer. 


4th ROW: J. Hammons, W. G. Manschott 
and George Gardner with R. L. Tinnin of 
Southern Dairies at the Robert A. Johnston 
Co. booth: W. S. Maute, Clarence Davis 
and T. J. Torjusen of Foote & Jenks: M. B. 
Bouldin and Frank Walsh of Limpert Bros. 


Sth ROW: Alex Freeman of ICE CREAM 
FIELD with Drew Catlin of Dixie Cup Co.: 
L. N. Lucas of Bastian-Blessing Co. with 
C. J. Palmer of the Soda Fountain Mfrs. 
Assoc.; Bob Pulver of H. Kohnstamm & Co. 
with J. R. Bremmer, Jr.. and J. J. McShane 
of M. S. Mfg. Co.; Paul Anderson and 
George Anderson of the King Co. 


bth ROW: S. N. Knadler, L. |. Little, and 
J. B. Gugelman, all of E. F. Drew & Co 
At the Batavia Body exhibit are Sid Crofts. 
L. V. Dunn of Vander Bies and J. B. Miller 
Hooton Chocolate Co. representatives 


Eugene Teal, R. C. Hubbard and Ben 


Newmark. 
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ist ROW: Mort Ackerman, Mervin Symons 
and George Jutras of Schaefer, R. G. Un 
derwood and L. G. Drusendahi of the 
Hubinger Co.; Bob Davison and J. K. Mar- 
tell of Kelco Co 


2nd ROW: Rex Paxton of Sutherland, R. J. 
Nugent of General Ice Cream, Schenec- 
tedy, Chuck Hubbell, H. Unglaub and 
Pete Wilson, all of Sutherland Paper: John 
Ceconi, J. 8. Gugelman and S. N. Knadler 
of E. F. Drew & Co. 


3rd ROW: P. W. Budworth of Frigidaire, 
W. C. McClelland of Foremost Dairies, 
Jacksonville, and H. F. Harter of Frigid- 
aire; E. R. Legg and Cal Coleman of Web- 
er Showcase with Ken Wallace of Franklin 
lce Cream; Fred G. Jones and M. P. Mon- 
son of Creamery Package. 


4th ROW: B. O. Breitzke of Chicago 
Stainless Equip. Corp., Robert L. Owen of 
J. D. Roszell Co., J. E. Mistarz and A. C. 


Bartz of Chicago Stainless and Lyle W. 
Roszell, Jr. of Roszell Co.; F. O. Wheaton 
and Mr. & Mrs. Ralph Kelly of Zeroll Co. 


Sth ROW: At the Kelco booth are L. T. 
Wells of Ballard & Wells, J. D. Young, 
J. R. Moss, J. V. Ahrendale of Southern 
Georgia Dairy Coop., and C. H. Poovey; 
in rear are Glenn Marlatt of Schraffts and 
T. V. O'Connell of Kelco: Mr. & Mrs. Pat 
Amerio of Amerio Refrig. Equip. Co. 
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ist ROW: At the Schmidt Lithograph 
booth are Ed Coates, John Kinnett of Kin- 
nett Dairies, Sterling Madding, E. T. French 
and J. M. Clark: W. L. Currie, C. Jack, 
Arthur Dinsmore, L. S. Kight, Frank Shoff 
and Thomas Harris at the Victor Products 
booth. 


2nd ROW: Joe Surry of Alpha Aromatics 
with Tom Carvel and one of his associates, 
of the Carvel Corp. and Milton Ainbinder 
of Alpha: B. P. Henry, Sherman C. Little, 


A. J. Martin, and M. Koch, all of Weber 
Showcase. 


3rd ROW: Mark Block of National Dairy, 
New York, Ross Winning of G. P. Gund- 
lach & Co., George Austin of Lily-Tulip 
Cup Corp., Kari Pepper of General Ice 
Cream Corp., Schenectady, and G. W. 
Lamey of Breyer's, Philadelphia; Bill Bratt, 
W. Bateman, F. A. Kubli, Harry Mojonnier 
and George Amerding, all of Mojonnier 
Bros. 


4th ROW: Schaefer representatives in- 
clude Henry Poffenberger, Elton Hess, Roy 
Bishop, Mort Ackerman and Francis Toohey: 
At the Container Corp. of America booth 
are W. T. Hacker, R. H. Knepper, M. 
Gaukerud, W. D. Kellogg and R. L. New- 


comer. 


Sth ROW: Joseph Kindman of Fulton En- 
gineering, Walt Gunnerson, Ralph Ander- 
son and Swan Anderson of Anderson Bros. 
Mfg., and Bernard Kindman of Fulton: Dan 
Dudnick and W. J. P. Rich of Kisco Boiler. 
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ist ROW: At the S. Gumpert booth are 
standing: John McKendry, Lou Jacobs, 
Les Robin and T. W. Knowlton: seated 
are Lew Schall and Howard Janover, all 
of S. Gumpert Co.; J. A. Wildermuth of 
the Cherry-Burrell Little Falls plant 
shown with the continuous mix pasteur- 
izer. 


2nd ROW: Seated at the Food Materi- 
als Corp. booth are E. E. Feight and E. 
N. Hines, standing behind them are rep- 
resentatives of the company including 
Tom Broeckl, H. Ackerman, Percy Storr, 
George Reid and Robert Koch; at the 
Creamery Package booth, Dale Gillespie 
and R. J. Booth of the Creamery Pack- 
age Mfg. Co. with L. D. Teicherd of the 
Kraft Foods Co. 


3rd ROW: Seated at the Gundlach 
booth is George Gundlach, and behind 
him are A. J. Lawrence, J. D. Birchard, 
E. J. Barnhart and G. B. Gundlach, all 
of the G. P. Gundlach Co.: seated in 
the Balch Flavor Co. booth are Gerry 
Balch with John Lawrence of Caracas, 
Venezuela. 


4th ROW: Standing in the Mathieson 
booth are J. H. Clark, C. G. Green, E. 
H. Jeltrup and Pat Gallizzo; seated are 
W. Rouse and George Armstrong, all of 
the Mathieson Chemical Co.; Arnold 
Christiansen of the Robert P. Christian- 
sen Co., with Bob Vaillancourt of the 
Thermacote Co. examining the new 
Thermacote lid. 


Sth ROW: Seated in the Germantown 
booth are Duane Poulterer, Mr. & Mrs. 
Chet Dahle of Pennsylvania State Col- 
lege and Frank Poulterer of the German. 
town Mfg. Co., standing behind them 
are Vern Smith, A. H. Decker and Jack 
Miller of the Germantown Mfg. Co.; 
pictured at the Animated Display Crea- 
tors booth are Mr. & Mrs. Van A. Olkon. 


6th ROW: Seen at the Continental Can 
booth are, standing: R. S. Long, J. E. 
Lampman, John Todd and Homer Fail- 
ing; seated are John Jennings, E. R. Van 
Meter and Carl L. Shmock: examinina 
the latest White Motor model is Dick 
Sticke! of the White Motor Co. 
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Ist ROW: At the Lily-Tulip open house 
are, standing, Fred Smith, Phil Tinney 
and Ed Scully of the Lily-Tulip Cup 
Corp.: seated are O. C. McEwen and 
Mr. & Mrs. J. D. McEwen of Steffins 
Dairy, Wichita, Kansas; around the con- 

, vention were seen Fred Greiner, secre- 
tary of the Ohio Dairy Association and 
Dick Larson, secretary of the Indiana 

Dairy Association. 





2nd ROW: In this Vitafreze group are, 
standing, Vaughn Eghoian, Chet Letts, 
Cari Curtiss and Ben Rasmusson, seated 
are Miss Ann O'Connor, Mrs. Cari Cur- 
tiss and M. B. Rasmusson: at the Cleve- 
land Fruit Juice booth are Ted Edwards 
of Meyer Sanitary Dairy with Red Payne 
and T. A. Doherty of the Cleveland Fruit 
Juice Co. 





































3rd ROW: Third from right is Ray Kroc 
ef Prince Castle Sales Div. entertaining 
guests at the Lake Shore Drive Hotel. 
Visitors had the opportunity of sampling 
brandy and liqueur ices made on the 
Multimixer. In the next photo Bill Jami- 
son has just prepared a drink for a West 
Coast ice cream maufacturer. 


4th ROW: Bill Jamison and Hal John- 
son of Prince Castle Sales Div. served 
many liqueur drinks at their hotel head- 
quarters during the week; at the Inter- 
national Association annual banquet, 
celebrities of the industry gathered. 
Here is a typical table showing Prof. W. 
A. Krienke of the University of Florida, 
Robert E. Jones of Western Dairy Foods 
Review, Bryan Blalock of the Borden Co.., 
Texas, and Robin Wilson of Washington 
State Dairy Foundation. Standing are 
: Howard B. Grant of ICE CREAM FIELD 
. and Fred T. Flynn, Sec. of the Dairy 


Products Association of Kentucky. 


Sth ROW: Mr. & Mrs. Norman Dearing 
of B. Young & Co. with S. Elman of the 
‘ Alain Corp. of America; W. A. Asselin 
q with Mr. & Mrs. William Miller of As- 
selin Creamery. 










bth ROW: Mr. & Mrs. Stan Overland 
with Leo Overland: Euaene Tannenbaum 
of Doughnut Corp. of America with Jim 
Lockhart of Ludwig-Lockhart Co. 
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ist ROW: H. S. Robinson of Ace Cabinet, 
Jate Martin of Velvet Freeze. Milton 
Herzer of Ace, and Richard McQuay of 
Velvet Freeze at the Ace Cabinet booth; 
Cleveland. Don Kohte, Robert 
Jackwerth, James Quick and Car! Johnson, 
all of American Paper Goods Co. 


Wayne 


2nd ROW: Mr. & Mrs. J. Hettinger of 
Cacoosing Dairy and A. D. Pashkow of 


Chocoiate Products: Bert Silverman of 


Flare-Top Cones; George Rogers and Low- 
ell Collins of Nash-Kelvinator. 


3rd ROW: R. Lapat, Clarence Welch and 
Harry Mulholland, Jr., of John H. Mul- 
holland Co.; Bernard Hanson and Fred 
Richardson of Schaefer; Mr. & Mrs. Fred 
Branstrom, Branstrom Dairy, with Milton 
Ainbinder of Alpha Aromatics. 


4th ROW: J. F. Heil, Harvey Seale, R. A. 


Klocner, A. O. Vogel and D. E. Perham, 
all of Vilter Mfg.; Jack Le Vine, Hy Bad- 
ner, Jerry Jermak and Sam Richenberg at 
the LeRoy Foods booth. 


Sth ROW: C. A. Robin of Minick Ice 
Cream, Fred Morrison, Morrison Equip- 
Charles ©. Sherman, Phenix Soda 
Fountain and W. Matheson, Blackett, Inc.:; 
At the Jiffy Mfg. booth are W. Romaine. 
J. Norton, Jack Macdonald, G. Maguire 
and Paul Bryden. 


ment, 
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ist ROW: J. J. Tepas, M. L. Duggan, A. 
A. Stone, V. E. Moore, W. A. Stone, J. W. 
Koper, and J. G. Johns at the Mathieson 
Chemical exhibit; P. Starberg and Sid 
Crofts of Batavia Body, George Peck of 
Thatcher Glass and Dick Stickel of White 
Motor Co. 

2nd ROW: Gene Hollis and Fred Carver 
of R. W. Snyder Co.; Terry B. Short of 
Terry B. Short Co., and Jack Burlington of 
Vendo Co.; J. H. Jacobs, Eugene Teal and 


F. J. Wolf, Jr.. of Hooton Chocolate. 

3rd ROW: At the Lily-Tulip exhibit are 
H. Blann, E. H. Sonderman, W. A. Asselin 
and Ernest Arnoldi of Asselin Creamery, 
and Jerry Schlegel; D. E. Stoltz, E. N. 
Luke Nolan and 
Victor Langsett, all of Mojonnier Bros. Co. 
4th ROW: At the Creamery Package Mfg. 
Co. booth are R. J. Speirs of Philadelphia 
Dairy, Ridgway Kennedy of Abbotts Dairy 
and G. W. Putnam of Creamery Package: 


Thompson, T. Thompson, 


C. J. McLain, 


Levin 


Birmingham Dairy and Al 
Jordon Refrigerator Co.; Roger 
Pugh, John Swisher and Tom Weidner of 
Savage Arms. 

5th ROW: Photographed at the Sally Ma- 
honey booth were Bill Johnson, K. M. Aubil, 
Dave Mulligan, Sally Mahoney, Dan Eagen 
of Central Ice Cream Co., Bob Esdale, 
Frank Scheu, Ed Hanson, and Ed McCor- 
mack; W. H. Haskell, R. Karnett, and 
Bob Nelson, all of the King Co. 
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HAROLD SCHAEFER DIES 


Harold Schaeter. tounder of 


cabinet manufacturing concern with headquarters in Minne- 


Schaeter, Inc.. ice cream 


apolis, died September 2. 


Funeral services were held at the 
chapel ot | ikewood Cemetery, Minneapolis. 

Mr. Schaeter retired in 1949. 
pany which bears his 


Buttalo, New York. 


He had launched the com- 


name in 1929. His birthplace was 


ADMINISTRATIVE POST TO RUARK 
Dr. E. W. Reid, President 


ot Corn Products Refining 
Company, recently announced 
the appointment of Robert G. 
Ruark as his 
sistant. 

Mr. Ruark 
Products Refining Company 
in 1944 Sales 


Chemical 


executive As- 


joined Corn 
as Director ot 


Research tor the 


R. G. RUARK 


Division, with headquarters 
at Mellon Institute, Pittsburgh. Four years later he moved to 
the Argo, Illinois, Plant and was named Assistant General 


Manager of the Chemical Division 

A member ot the American Chemical Society. Mr. Ruark 
has had business experience with the H. K. Ferguson Com- 
Ww estern 


Chemica! Corpor ation and Mellon Institute ot Industrial Re- 


| , . 
pany, Electr Company, Cavbide and Carbon 


| ! . 
search. Immediatels prior to his associaticn with Corn Prod- 


War 


ucts Refining Company ne was with the Production 


— , 
Board at Washington trem 1941 to 1944 


Q4 


WILLIAM STANINGER RETIRES 


William E. Staninger, as- 
sociated with the Eskimo Pie 
Corporation for nearly a third 
of a century, will retire in 


December of this vear. 


Known tO many of his 
friends throughout the indus- 


“Mr. Mr. 


Staninger carries their good 


try as Eskimo,” 


wishes in his well-earned re- 
BILL STANINGER 
tirement. 

He has been active for many years in the Eskimo Pie St. 
Louis market as Division Sales Manager, and in addition has 
worked in practically every Eskimo pie franchise territory 
throughout the United States. 

A testimonial dinner was rendered Mr. Staninger by his 
Eskimo Pie associates September 21 at the Congress Hotel in 
Chicago, at which time he was presented with an engraved 


“ rist-watch. 


EBEL JOINS NESTLE COMPANY 


Thomas F. Corrigan, Bulk Sales Manager, Chocolate 
Coatings and Cocoas of the Nestle Company, Inc., an- 
nounced last month that Edward E. Ebel has joined the 
Bulk Sales Division in the Kansas City territory. 

Mr. Ebel, formerly with Warfield Chocolate Comnany, 
Chicago, and prior to that with Lee Foods of Kansas City, 
will be headquartered in Kansas City, Missouri, as an as- 
sistant to and associate of Jo Grombach. Mr. Ebel’s territory 
will include the states of Missouri, Kansas, Iowa, Nebraska, 
Colorado and Utah. 
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J. A. SUAREZ (LEFT) AND M. B. CARRAWAY 





SUTHERLAND APPOINTS TWO 


Sutherland Paper Company announces the appointment of 
two field men. 
H. B. Carraway 


perience in the paper industry, including two years as Vice 


has had more than fifteen vears’ ex- 


President of Twin Cities Container Corporation. With his 
home in Kalamazoo, he will cover the Southwestern part of 
Michigan. 

Joseph A. Suarez, Jr. will have the territory of Connecticut 


and Rhode 


His previous selling experience was also in the East and in- 


Island plus certain surrounding counties. 


cluded one and a half years in the folding carton industry. 
Mr. 


Connecticut. 


Suarez will make his headquarters in New Haven, 


ELLIOTT HEUCH JOINS MOHAWK 


Elliote F. Heugh has been 
appointed District Manager 
Mohawk Cabinet 
Company with headquarters 
Mr. 
Heugh will call on customers 
in Michigan, Ohio and Indi- 


ana. 


for the 


in Detroit, Michigan. 


Mr. Heugh has been asso- 





> 


‘ 3 Pe 9 
E. F. HEUGH 


ciated with the ice cream 


cabinet industry for many 
years and previously represented Savage Arms Corporation 


in this same territory. 


H. A. JOHNSON APPOINTS CONNORS 


H. A. Johnson Company, Boston and Mont Vernon, 
New York, announces the appointment of Martin F. Connors 
as salesman in the Springfield-western Massachusetts territory. 

Mr. Connors is a graduate of Georgetown University, class 
of 1932. He has been in the sales and management fields 
with extensive experience in both retail and wholesale lines 
since his graduation from college. 


In his 
new territory for Johnson’s, he succeeds the late Walter 
Heaney, who died in September after thirty-two years with 


At present, he lives in Pittsheld, Massachusetts. 


the firm. 
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H. R. STICKEL NAMED TO NEW POST 
H. R. Stickel has been named Assistant to the President of 


the White Motor Company in charge of public relations and 
national fleet sales, it was announced recently by Robert F. 
Black, President. 

Mr. Stickel has been fleet sales manager at White for the 
past seven years and is well known throughout the auto- 
motive industry. 

In announcing the appointment, Mr. Black commented: 
“We expect to enlarge the scope of public relations activities 
at White in keeping with the broadened diversification of our 
and Under Mr. 


Stickel’s direction, the program will coordinate Cleveland 


company’s production sales activities. 
headquarters, regional and branch sales office public and press 


relations.” 


HENRY E. KAHNERT APPOINTED 


Appointment of Henry E. Kahnert as sales manager of the 
Syndicated Displays Division of Milprint, Inc., has been an- 
nounced by Ben Altheimer, manager of the Syndicated Dis- 
plays Division of the Milwaukee, Wisconsin, lithographing 
and packaging firm. In addition to his new duties, Mr. 
Kahnert will continue as representative of the Syndicated 
Displays Division in the Northwest territory. 


ADVERTISING POST TO STOLLER 


Givaudan Flavors, Inc. has announced the appointment of 


Leonard Stroller as advertising manager. 
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Pail coating made with chocolate 
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JOHN DOYLE is now repre- 
senting Foote & Jenks, vanille 
manufacturing firm, in Texas, 
Oklahoma, Arkansas and Louisi- 
ana. Mr. Doyle has been active 
in the ice industry in 
that area for ten years. 


cream 





FAIRMONT PERSONNEL SHIFTED 
LD. S. McWilliams has been 


agent tor the Fairmont Foods 
He succeeds Ie \ 


has been 


. | 

appointed General Purchasing 
Company, Omaha, Nebraska. 
Mr. Carlson 


(Carlson who is retiring. 


with Fairmont since 1919. He will remain until 
January lin an 

Paul R. Dew 
Foods branch at 
H. Deems who 

Wilham A 
Green Bay, Wisconsin 
Nebraska 
Mr 


rointed division manager of 


advisory capacity 
has been named manager of the Fairmont 
Moorhead. Minnesota 


is retiring October | 


He succeeds James 
‘7 ’ | | 

Cullison has been named branch manager at 

tle has been manager of the branch 

1949 


Cullison succeeds A 


at Fremont, 
Ac Green Bay. 


has been ap 


since 
- Allison who 
Fairmont’s North 
west Division, covering seventeen branches He assumes his 
new post October | 

Mr. Allison succeeds A. W. Roy, who is taking a tempo- 


rary leave of ill health 


pally CHOCOLATE 


absence because ot 


THE NAME FOR 
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ATLAS 


“Col Snac’” 
VENDOR 


FOR ICE CREAM 
BARS-ON-STICKS 
OR ICE CREAM 
SANDWICHES 


The ONLY Merchandiser With ALL the Practical Features 
That Mean Maximum Sales with Minimum 
@ No Additional Packaging! 


© Completely Automatic! 


Investment 
@ Light Where It's Needed! 


° PLUS— 4 hp G E. Com- 
press 


or equipped with serv 
on the-spot 
easily accessible 


© Extra Big Capacity! 
ie VAives for 
© Slug Rejector and Coin service 
Changer at No Extra stainless sted 
Cc * ontamination proof liners 
ost. and working parts — many 
other exclusive features 


mechanism 


@ Fast, Easy Loading! 


© Right Temperature Al- 


ways! 


White Today! 
ATLAS TOOL & MFG. CO. 


5147 Natural Bridge Bivd. 
St. Lewis 15, Missewri 


j. F. MONROE IS MARRIED 


J. Fred Monroe, who serves as account executive in a tier 
of Southern and Gulf states for G. P. Gundlach & Company, 
Cincinnati, merchandising and sales consultants to the dairy 
industry, was married recently to Evelyn Wood Robertson of 
Birmingham, Alabama. 


The wedding ceremony took place in the pastor’s residence 
of the Southside Baptist Church, Birmingham, with the Rev. 
John H. Buchanan, pastor of the church, officiating. 


Mr. and Mrs. Monros, pictured above, will make their 
residence in Jackson, Mississippi. 
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LILY HONORS JULIUS KOVINS 


At a recent luncheon at the Casablanca Hotel in Miami 
Beach, the entire field personnei of the Lily-Tulip Cup 
Corporation’s Georgia-Florida Division honored Julius Kovins 
on the occasion of his retirement from the company after six 
years as a salesman in Miami. 

George Austin, Lily-Tulip’s general sales manager, who 
presided at the luncheon, paid tribute to Mr. Kovins as a 
salesman and as a person and, on behalf of the company, 


presented him with a calendar watch. 


NEW POST FOR BENHAM 


Directors of the Richard- 
son Corporation have ad- 
vanced Leon L. Benham from 
the presidency of the firm to 
chairmanship of the board, 
and have appointed Frederick 
W. Hewitt as president. 

The Richardson Corpora- 





tion, with its main plant at 
1069 Lyell Avenue, Rochester, 
LEON Carentan New York, manufactures 
fruits and syrups for the beverage and ice cream trade. 
Mr. Benham had been president and general manager of 
the company since 1924. Durbin Richardson, who was one 


of the founders of the company more than 35 years ago, 











Dipper Deal Sparks Sale 
Of Bulk Packages 


This can be the busiest—and most profitable—fall and winter 
in ice cream history if you put a Nuroll Dipper Combination 
Offer back of your Halloween, Thanksgiving, Christmas and 
New Year bulk packages. 
All over America, ice cream retailers are featuring the Nuroll 
home-type ice cream dipper in an almost infinite variety of 
Combination Offers. The big, flashy Nuroll Display card, the 
Nuroll newspaper and handbill mats and Nuroll home recipe 
leaflet which we also furnish make it easy to sell more ice 
cream. The deal never wears out. Many retailers have adopted 
the Nuroll Dipper as a permanent promotional item, varying 
the Combination Offer from time to time. 
We supply display cards, newspaper and handbill mats, home 
recipe leaflets. A new, low price on Nuroll 
dippers puts this 
great, proved plan 
within the bud- 
get of any re- 
tailer. 
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LOOK OVER THESE 
PLUS FEATURES 


e Ultra Light weight All-Aluminum structure 
throughout. 


e Rugged construction for longer life. 
e Custom Built to meet specific needs. 


e Designed for maximum ease of loading and 
unloading. 


All these and many more outstanding features are yours 
with our Custom Built All-Aluminum refrigerated bodies. 
Let us quote on your requirements. 





BARRY & BAILY CO. 


2421 NO. 27 ST., PHILADELPHIA, PA. 










and who still remains active in the business, was named 


honorary chairman of the board. 

George W. Blickwede was advanced from his former posi- 
ton as assistant treasurer to that of treasurer. Roman W. 
Taylert, who joined the firm in 1919, was re-elected vice 
president and production manager, Lloyd J. Cox, who has 
been with the company since 1925, was re-named vice presi- 
dent and sales manager, and David H. Benham was elected 
vice president and secretary. 


HARGRAVE JOINS SCHAEFER 


Schaefer, Inc. announces 
the appointment of D. A. 
“Red” Hargrave as Chief 
Engineer. As head of the 
Engineering Department, Mr. 
Hargrave will be responsible 
for design, tooling and quality 
control on the firm’s full line 


of commercial ice cream and 





frozen food cabinets as well 


D. A. HARGRAVE 


as Pak-A-Way home freezers. 
He was previously Freezer Product Engineer of the Deep- 
freeze Appliance Division, Motor Products Corporation, for 
six and one half years. 
Mr. Hargrave also spent six years in the United States 
Navy where, as a Marine Engineer, he supervised the estab- 
lishment of refrigeration schools. 
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INDIANA COURT BARS VECETABLE FAT 


The use of vegetable fat in the manufacture of a frozen 
product in semblance of ice cream has been ruled illegal by 
the Marion County Superior Court in Indiana. The opinion 
was rendered September 16 by Judge Pritchard. The Court 
held that such a product is “adulterated and misbranded” 
under the Indiana Food and Drug Act. 

It is expected that the Tompkins Ice Cream Company of 
Indianapolis, which invited the legal test by manufacturing 
a batch of vegetable fat frozen product, will appeal the 
verdict to the State Supreme Court. The Marion County 
Court ruled that the sample batch be destroyed. 

Section 1561 of the Public Health Code of Indiana is 
“constitutional and is not discriminatory,” Judge Pritchard 
declared. 

Section 1561 reads as follows: “It shall be unlawful tor 
any person to manufacture, sell, exchange, or deliver or have 
in his possession with intent to sell, exchange or deliver any 
milk, cream, skim milk, condensed milk, evaporated milk, 
or powdered milk, which is mixed with sugar, eggs, flavors, 
or other substances, if (1) made in imitation or semblance 
of ice cream, or (2) calculated or intended to be sold as ice 
cream or for ice cream and which in either case does not 
conform with the standards for ice crearn as approved and 
adopted by the State Board.” 

Another legal controversy involving the Bonnie Doon Ice 
Cream Corporation of Mishawaka and South Bend was 
settled in the same court September 19. Judge Hartsock 
ruled that it is lawful to make a low butterfat frozen product 
tor the prepardtion of and use in malteds. 


PARFAIT PIE CAMPAIGN CONTINUES 


A fall promotion of the “Ice Cream Parfait Pie” with a 
holiday twist is being planned by Pillsbury Mills, Inc., jointly 
with General Foods. 

Five new Parfait Pies have been developed by the Ann 
Pillsbury Home Service Center for the holiday season cover- 
ing Halloween, Thanksgiving, Christmas and New Years. 
They are apricot, mince, date nut, eggnog and toasted almond 
cherry. 

The promotion will be extensive. The two companies plan 
four-color advertising in October, November, December and 
January issues of Life, Better Homes & Gardens, McCalls, 
Good Housekeeping, Farm Journal, Successful Farming, 
Women's Day, Everyvwoman's, Better Living, Western 
amily. Arthur Godtrey and Jack 


Hunt will support the promotion on radio and television. 


Family, and American 


Once again, ice cream manufacturers are tying in with 
the promotion. Promotional kits are being distributed to 
local ice cream manutacturers. The kit consists of sample 
tie-in mats, newspaper ads, radio and TV commercials and 


posters. 


OR 


AUGUST ICE CREAM PRODUCTION DOWN 


August ice cream production in the United States, esti- 
mated at 61,645,000 gallons, was nine per cent smaller than 
the production of August last year and was thirteen per cent 
below the five-year, 1946-50, average for the month, the 
Bureau of Agricultural Economics reports. This was the 
smallest output for August since 1945. 

Production declined sixteen per cent between July and 
August this year, compared with only a one per cent down- 
turn a year ago and an average decrease of six per cent be- 
tween these months during the 1946-50 period. 

In the first eight months of 1952, output was up three 
per cent from the same period of 1951, but was down four 
per cent from the 1946-50 average for these months. 

Production of sherbet during August was estimated at 
3,320,000 gallons—fourteen per cent more than the August 
output last year and eighty-six per cent above the five-year, 
1946-50, average for the month. 


MEYER SANITARY MILK COMPANY SOLD 


Fred Meyer, founder and owner of the Meyer Sanitary 
Milk Company, Kansas City, Kansas, has sold his business 
to Paul Young of San Francisco, Edward S. Hunt of Kansas 
City, F. Ransom Bennett, F. Ransom Bennett, Jr. and R. B. 
Anderson, all of Ortawa, Glen A. Phillips of Orinda, Calli- 
fornia, and Keith Young of Los Angeles. Paul Young now 


is President of the company. Mr. Meyer plans to retire. 


NEW PLANT FOR KNOWLTON 


Completion of S. E. Knowlton’s new ice cream factory 
last month gave San Antonio, Texas one of the largest and 
finest ice cream plants in the south. 

The new factory includes 4000 square feet of new con- 
struction, 4600 feet of space for processing and manufactur- 
ing and 1200 feet of office space. 

Modern continuous process freezers, a new quick freeze 
hardening room and direct loading from vaults to refrigerated 
delivery trucks have been incorporated in the new plant, giv- 
ing it a capacity of a 1,000,000 gallons of ice cream per 
year. 

The factory, the Knowlton Creamery’s second San Antonio 
plant, represents the latest developments both in building 
design and equipment. 


GUNDLACH REPRESENTATIVE NAMED 


Appointment of the Gorrie Advertising Service, Ltd., 
12 Birch Street, Toronto, Ontario as Canadian account 
executives serving the milk, ice cream and dairy products 
held for G. P. Gundlach & Company, Cincinnati, consultants 
to the dairy industry, was announced by George P. Gundlach, 
president of the Gundlach organization. 
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FOR TIE-IN PROMOTIONS 


New! ... A spade specifi- 





cally designed for tie-in 





promotions. Price to ice 





cream manufacturer is low, 



















ideal for combination offers. 
Highly polished aluminum 
finish mokes it extremely 
attractive to consumer. 
Shown below is our sturdy, 


aluminum scoop, also ideal 


for tie-in promotions. 


SCOOP-RITE 


COMPANY 
806 Wilde St., Detroit, Mich. 








CONSUMER CONTEST PLANNED 


Since April, the leading ice cream companies serving the 
New Haven area have been cooperatng in a program to in- 
crease the sales and consumption of bulk ice cream. One 
phase of this program has been a series of promotions on 
various novel fountain and take-home items backed by local 
advertising and point-of -sale merchandising material. 

The second phase of the program has been to educate 
dealers and their personnel in the proper method of handling 
bulk ice cream. To do this, representatives of the companies 
have been calling on the dealers and demonstrating the art of 
correctly spading ice cream into containers in a form most 
acceptable to the consumer. In addition, instruction sheets 
have been distributed to dealers giving full directions for the 
preparation of each of the promotional items and describing 
the proper method of spading freshly dipped ice cream. 

During October, these companies will continue their co- 
operative effort with a promotion featuring a special con- 
tainer of freshly dipped ice cream called the “Jumbo Pail.” 
Each company (Breyer, Brock-Hall, Borden, Golden Crest, 
H. P. Hood and National Dairy) will run advertising featur- 
ing the “Jumbo Pail” and the slogan “Most People Prefer 
Freshly Dipped Ice Cream.” Tied in with the advertising 
will be a series of telephone contests. On each contest day, 
350 consumers in the area will be called and tested on their 
knowledge of the slogan. Those giving the correct answer 


will be given a coupon redeemable for a “Jumbo Pail” by 
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dealers carrying the ice cream of the firm which signed the 
ad. Losers will receive a coupon for a “Big Three” ice 
cream cone, one of the other specialnes that have been used 
in this series of promotions. 


DEAN MILK SUIT SETTLED 


In what was described as the largest out-of-court settle- 
ment in the history of anti-trust legislation, seven dairy con- 
cerns and the National Tea Company agreed last month to 
pay the Dean Milk Company $1,225,000 to end a suit in 
which Dean charged that the defendants had conspired to 
monopolize and fix retail prices of milk in the Chicago area. 


FORMER SODA DISPENSERS CONVENE 


The founding luncheon of the Ancient and Honorable 
Guild of Former Soda Dispensers was held at the Pump 
Room, Chicago, September 24. Dan Mahony, executive of 
the Lily-Tulip Cup Corporation, is the new Guild’s executive 
secretary. 

The group, which includes executives, corporation presi- 
dents and professional men, met for the first time as guests 
of Lily-Tulip. Mr. Mahony said one of the aims of the 
organization is to bring back the old-fashioned chocolate soda 
as the American favorite. 

“Soda dispensing, like the newsboy-delivery field, is a 
position which has started many men on successful careers,” 
Mr. Mahony said. “Youths learn to meet and serve the 
public. Many of our most successful business and pro- 
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fessional men have used the soda fountain as the first step 
on the ladder to success. 

“Another major aim of the Guild will be to see to it that 
the profession of soda dispensing will be reterred to with 
Proper respect and that the profession will no longer be 
libelled by the rather rude colloquialisms by which it is 
sometimes known. The Ancient and Honorable Guild of 
Former Soda Dispensers will seek to dignity this worthwhile 
work and eliminate phrases like ‘soda squirt’—-and worse 


from the American vernacular.” 


SODA FOUNTAIN STANDARDS ISSUED 
The 


announced the publication of the first in a series of standards 


Trustees of the National Sanitation Foundation have 


for the design, installation and operation of equipment in 
whi h public Sanitation is a tactor. 


The first set of standards. entitled “Soda Fountain and 


.? ' ' 
Luncheonette Equipment,” is the result of four years of co- 


7 
operative eftort on the part ot soda fountain equipment 


manufacturers 


and public-health authorities 


trom many 
states, collaborating as members of the Foundation’s Joint 
Committee on Food Equipment Standards. 

The series will subsequently include standards for equip- 
ment used in the preparation and serving of tood and bever- 
ages and in the cleansing of cooking and eating utensils in 
all public eating places, in the washing of clothes in com- 


mercial laundering establishments and homes, and Im many 
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other fields in which the manufacturer has a responsibility 
to maintain high standards of sanitation in his product. 

Charles L. Senn, of the Los Angeles Health Department, 
served as chairman of the Joint Industry-Public Health 
Committee for the preparation of the soda-fountain stand- 
ards. 

Cooperating with the Joint Committee was an Industry 
Task Committee, consisting of C. J. Palmer, Executive Secre- 
tary of the Soda Fountain Manufacturers Association, Chica- 
go, chairman; A. F. McMahon, Bastin Blessing Company; 
Robert Schneider, Stanley Knight Corporation; and Joseph 
Yuza, Liquid Carbonic Corporation, all of Chicago. 

Heretofore, manufacturers of equipment used in preparing 
and serving food and beverages have been faced with the 
problem of complying with many different local regulations 
throughout the country governing the design of such equip- 
ment. 

In the absence of uniformity, several different models of a 
single piece of equipment, such as a soda-fountain installation, 
were often necessary to meet varying and sometimes conflict- 
ing local requirements. This proved costly to manufacturers 
and to purchasers of such equipment. 

Health officials, whose duty is to inspect and approve such 
equipment for local use, also were handicapped in their work 
by the lack of uniformity as to what constituted adequate 
design for clean, sanitary equipment. 

The present standards, for the first time in sanitation his- 
tory, outline specifications for the design and construction of 
soda and luncheonette fountains upon which general agree- 


ment has been reached jointly by industry and health offcials. 


WANZER BUYS SALLY’S ICE CREAM 


Wanzer Dairy of Chicago has announced the purchase 
of Sally’s Ice Cream Company of Chicago. 


PITTSBURGH OUTING SCHEDULED 


The fall outing of the Pittsburgh Dairy Mixers is expected 
to attract an attendance of 400, according to J. E. Hutchin- 
It will be held October 16 at the South Hills 


Country Club, Brentwood, Pennsylvania. 


son, President. 


ROSS COLE RESIGNS 


Ross Cole has resigned as General Manager of Gallaher 
Drug Company’s foods and fountains after five years with 
the firm. “Disagreement with policies of the company” was 
cited as the reason by Mr. Cole, who said his plans for the 
future are undecided. 


CHERRY-BURRELL TO SELL SWENSON LINE 


To help meet the demand of manufacturers of evaporated 
and dry milk for equipment, Cherry-Burrell Corporation of 
Chicago announces the signing of an agreement with the 
Whiting Corporation, Harvey, Illinois, covering the manu- 
facture and sale of the milk and dairy products evaporating 
and drying equipment of Whiting’s Swenson Evaporator 
Company division. 

Ar the signing of the agreement, John G. Cherry, Presi- 
dent of had been 


investigating the possibilities of offering an improved line 


Cherry-Burrell, said that his company 
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of sanitary evaporating and drying equipment for several 
months. J. A. Handley, President of the Whiting Corpora- 
tion, stated that Whiting had been hampered in the sale of 
Swenson equipment to the dairy industry because of the lack 
of manufacturing facilities and a sales and service 
tion 


organiza- 
Because 


Cherry-Burrell had been doing contract manufacturing for 


in active contact with the dairy industry. 
Whiting, it was natural that the two companies would get 


together for a discussion of their mutual aims. 


HEARINGS TO RESUME OCTOBER 27 


The Federal Security Agency’s hearings on proposed stand. 
ards tor ice cream and related foods will resume October 27 
after the current recess. Further testimony on surface active 
agents will be presented ag that time. All evidence 


topic is expected to be offered before December. 


on this 


DISCUSSES INDUSTRY'S “HYPERTENSION” 


Edward L. Koepenick, Executive Vice President of the 
National Ice Cream Mix Association, recently issued a state- 
ment dealing with hypertension (“the most ominous form of 
high blood pressure”) as it affects the dairy industry. An 
abstract of Mr. Keopenick’s remarks follows: 

The latest cause for hypertension to the executive in the 
dairy field is the matter of the substitution of vegetable 
fat for butterfar. I am particularly concerned with ice cream 
and ice cream mix. 

The specialist in the field of hypertension attempts to get 
to the basis of the disorder and from there can come to a 
decision as the method of curing the patient. Therefore, in 
the ice cream field, why should not the dairy executive work 
toward a cure rather than resort to many half-measures that 
only prolong the agony? 

“In the States of Illinois, Missouri, Oklahoma, and Texas 
we are told that you cannot be sure that any dairy product 
you buy will not contain foreign fat. The industry is in an 


What can be done? Of the Filled Milk 


act prevents the shipment of such products in interstate 


uproar. course, 


commerce, but what about intrastate commerce? How can 
an ice cream mix manufacturer compete while shipping in 
interstate commerce with some local company shipping in 
intrastate commerce? 

“Part of the answer to the cure for this cause of hyperten- 
In Chicago, the Borden Com- 
pany and the Bowman Dairy Company have introduced 
products which contain vegetable fat and are so labelled. 
Carnation has used this vegetable fat for an evaporated 


sion is becoming competitive. 


product to keep up with the times and competitors who long 
have been in this field. The national associations are bring- 
ing pressure to bear in all states to compel proper labelling. 

“In addition to the present steps being taken by the in- 
dustry, it is felt that by proper merchandising of the product, 
the consumer will choose ice cream over a vegetable filled 
product. If the public is informed of the products they buy, 
the traditional frozen desserts containing butterfat will be 
on top of the list. We also are advised that OPS requires 
the users of vegetable fat products to price on a basis of the 
cost of the fat used rather than merely cutting the price of 
We believe the public will 


the legitimate ice cream product. 


be all the more aware that they are getting something dif- 
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ferent when viewing the lower price and will wonder why 
ice cream costs more. 

“If the industry meets this new competition and follows 
through as in the past with a good merchandising program, 
we know that the new enemy will eventually fall into the 
of another friendly 


category competitor.” 


PARAMOUNT ACQUISITION ANNOUNCED 


Paramount Ice Cream Company of Burbank, California 
recently purchased the Frigid Process Company, South Pasa- 
dena, California. Jack Goodman, President, announces that 
the Frigid Process firm will employ the latest merchandising 
and production methods to expand its present large novelty 
program. 

J. R. Pinkerton will continue as President of Paramount 


Ice Cream Company. 


R. |. MASSEY DIES 

Funeral services were held September 26 tor R. J. Massey, 
President of Masseys Vanillas Inc. Mr. Massey died on the 
West Coast. He had been ill and was not able to attend 
last month’s Dairy Industries Exposition. 


OTTO MILLER DIES 
Orto Mille 
Company for many years in upstate New York, died Septem- 
ber 24 in Buffalo. 
Mr. 


his wife. 


r, representative of the Grand Rapids Cabinet 


Miller had been ill tor some time. He is survived by 













Easy-Dip pisHers 
PROMOTE 


INCREASED 
GALLONAGE 


* Unbreakable Plastic 
* Eye Appeal 

* Many Kitchen Uses 
* A Proven Tie-In 
Now, the newest promotional item for the ice cream 
field is available to you. The new red and yellow guar- 


Easy-Dip Disher is a PROVEN 
makes 


anteed non-breakable 
that 
15,000,000 refrigerator and home freezer owners are 


promotion piece gallonage zoom 
your big gallonage market and can be sold ice cream 
with Easy-Dip Disher as a tie-in inducement. Write 


today for quantity prices and descriptive literature. 


LLOYD DISHER COMPANY 


DECATUR, ILLINOIS 














DOUCHNUT FIRM IN ICE CREAM FIELD 


David M. Levitt, President 
of the Doughnut Corpora- 
tion of America, announced 
last month the acquisition of 
dis- 
tributor of ice cream novelty 
supplies and holder of the 
franchise in the ice cream 
held for Howdy Doody and 


related characters on the well- 


Americana Enterprises, 


D. M. LEVITT known television program. 


Mr. Levitt will act as Presi- 
Earl Morse, Director and 
Executive Vice President of Doughnut Corporation, and D. 
Herbert Beskind, Director and Treasurer of Doughnut Cor- 


dent of Americana Enterprises. 


poration will act in similar capacities with American Enter- 
prises. 


Eugene Tannenbaum, formerly Sales and Sales Promo- 
tion Manager of Ice Cream Novelties, Inc., will continue as 
Sales and Sales Promotion Manager of Americana Enter- 
prises, which will now operate from the offices of the Dough- 


nut Corporation of America at 393 Seventh Avenue, New 


York City. 


Mr. Levitt also announced she acquisition of Spear Metal 
Utilities Corporation of Brooklyn, New York, thirty-year- 
old manufacturer of ice cream molds and stick carriers for 
the ice cream novelty field. Milton Coven, formerly associated 
in the management of Ice Cream Novelties, Inc. and Gen- 
eral Manager of Spear, will continue in the same capacity 
with the newly acquired Doughnut Corporation subsidiary. 


Also announced by Mr. Levitt was the acquisition of the 
controlling interest in Globe Extracts, Inc. of Brooklyn, New 
York, thirty-two-year-old manufacturer of flavors for the ice 
David Wilkes, formerly Technical Sales Serv- 


ice Director of Ice Cream Novelties, Inc. and presently Gen- 


cream trade 


eral Manazer of Globe Products, Inc. will continue to operate 
in the same position with the newly acquired Doughnut 
Corporation subsidiary. Mr. Levitt also advised that Mr. 
Wilkes will be available for technical sales service not only 


to Americana Ente-prises but to all members of the ice cream 


held. 


“Our study of the ice cream novelty field has led us to 
believe that there exists a tremendous opportunity of ex- 
pansion in this market. In that connection, the facilities of 
the Doughnut Corporation of America, particularly its central 
research food laboratories here in New York and its research 
engineering department in Ellicott City, Maryland, should 
be valuable in enabling us to make the same contribution to 
the ice cream industry as we have been privileged to make to 
the baking industry these last thirty years. Also, our present 
network of offices and warehouses throughout the country 
will permit us to make prompt and immediate delivery of 
supplies to any point in the United States. In addition, since 
we will control through our afhliated companies the manu- 
facture of molds, flavors, supplies and a most important sales 
promotion franchise, we believe that Americana Enterprises 
should move rapidly in the direction of developing a sub- 
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stantial volume both for itself and for the ice cream indus- 
try,” Mr. Levitt stated. 


“While we believe products and ever improved equipment 
must be the foundations upon which we can effect the expan- 
sion of the ice cream novelty field, the heart of our expansion 


bid must lie in our merchandising and sales promotion effec- 


tiveness. Fortunately, our company has had a gratifying suc- 
cessful experience in this area. Buttressed by the popularity 
of the Howdy Doody program, which has a practical monop- 


oly on television attendance at the time of its broadcast, to- 
gether with the fact that this program attracts an ever 
changing younger group, I believe an exceptional opportunity 
to build a very large volume is available to holders of this 
franchise in the ice cream field. 


“While we believe our progarm will be of great interest 
to the larger ice cream manufacturers and distributors in this 
country, we are mindful of the fact that the Doughnut Cor- 
poration of America was built primarily through the loyalty 
and cooperation of the smaller distributor. We are confident 
that Americana Enterprises through its specialized and ex- 
panded program can help to make the small distributor 
competitive as well as expand his present volume. 


“We have always taken the view that a firm that seeks to 
achieve leadership in an industry must make the contributions 
and render the service that leadership implies. Equally im- 
portant, it must consider the interests of the industry first 
and within that framework successfully develop its own 
program.” 


The Doughnut Corporation of America, world’s largest 
manufacturer of prepared mixes for the baking industry, also 
mills flour and manufactures a variety of automatic bakery 
equipment at its large plant at Ellicott City, Maryland. In 
addition, through its subsidiary, the May lower Doughnut 
Corporation, it owns and operates a chain of coffee and 
doughnut shops from coast to coast featuring Maydower 
doughnuts and Maxwell House coffee. The May-lower 
Doughnut Corporation also operates a chain of fourteen 
bakeries manufacturing doughnuts for the baking industry 
on a nation-wide basis. Through its subsidiary, the Waffle 
Corporation of America, the Doughnut Corporation manu- 
factures frozen waffles which are distributed and advertised 
nationally under the trade name “Downydake.” Through 
its Downyflake Division, the Doughnut Corporation serves 
the institutional trade with prepared mixes, such as waffle, 
pancake and cake mixes, which are sold through jobbers 
nationally under the trade name “Downydake.” In addition 
to its executive offices at 393 Seventh Avenue, New York 
City, the Doughnut Corporation of America operates branch 
offices and warehouses at Boston, Massachusetts, Atlanta, 
Georgia, Chicago, Illinois, Minneapolis, Minnesota, and 
Oakland, California, as well as numerous warehouses through- 
out the country. 


Outside the United States, the Doughnut Corporation of 
America operates in Canada under the name of Canadian 
Doughnut Company Ltd., Toronto; in England, the British 
Doughnut Company, Ltd., London; in Australia, the Downy- 
flake Food Corporation Pty., Ltd., Melbourne and in Mexico, 
Cia. Donas de Mexico S. A. de C. V., Mexico D. F. 
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THOMAS H. McINNERNEY DIES 


Funeral services were conducted October 3 in the Christ 
Episcopal Church, Greenwich, Connecticut, for Thomas H. 
McInnerney, founder and chairman emeritus of National 
Dairy Products Corporation, who died September 30 at the 
age of 85, at his home, Quaker Ridge, Greenwich, Connecti- 
cut. The body was laid to rest in the Putnam Cemetery, in 
Greenwich. 

In addition to his services with National Dairy, Mr. Mc- 
Innerney was a director of nine other companies and director 
He founded 
National Dairy Products Corporation in 1923 through the 
merger of the Hydrox Company of Chicago, and Rieck- 
McJunkin Dairy Company of Pittsburgh, Pennsylvania. Na- 
tional Dairy today has nearly 65,000 stockholders, more than 
43,000 employees, and total sales of more than one billion 
dollars a year. 


or trustee of numerous welfare organizations. 


After serving as president of National Dairy for eighteen 
years, Mr. McInnerney was elected Chairman of the Board 
in April, 1941, and became chairman emeritus on April 17, 
1952. 
Stock Exchange, and served for many years with the United 
States Chamber of Commerce and the Business Advisory 
Council of the U. S. Department of Commerce. 

Besides his wife, Mrs. Emma Powers MclInnerney, he 
leaves a brother, Benjamin Mcinnerney of Denver, Colorado, 
a stepson Robert R. Adams of Bolingbroke, Georgia, and 


several nieces. 


He was active with committees of the New York 


NATIONAL DAIRY HEAD OUTLINES PLANS 


National Dairy Products Corporation is planning capital 
expenditures of $22,000,000 in 1953, according to E. E. Stew- 
art, President. The plans were outlined to the Board of Di- 
rectors who met in Atlanta, Georgia, October 2 in connec- 
tion with the opening of the new Kraft Foods Company plant 
in nearby Decatur, Georgia. 

“This budget provides for additional machinery to lower 
production costs, trucks, refrigerated cabinets and expendi- 
tures for regular replacements,” Mr. Stewart said. “In addi- 
tion, two new plants are being studied for consideration at a 
later date. Including previous expenditures, this brings to 
$230,000,000 National Dairy’s capital expenditures since the 
end of World War II.” 


1953 FESTIVAL SCHEDULED 


The starting date for the annual nationwide Ice Cream 
Festival for 1953 was announced jointly early this month by 
the American Dairy Association and the International Asso- 
ciation of Ice Cream Manufacturers. The big merchandising 
mobilization will get under way June 15 and carry through 
the summer to coincide with the peak potential sales period 
for the ice cream industry. 

Plans for the Ice Cream Festival to make the industrywide 
sales drive more outstanding than ever are already under way. 
In response to a request from the industry, peach ice cream 
‘will be highlighted as the flavor feature during the festival 
event. 

The American Dairy Association and cooperating related 
food advertisers will spearhead the campaign with magazine, 
newspaper supplement, outdoor posters, TV and radio adver- 
tising. 
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A series of pre-festival rallies will be scheduled in various 
regions across the country to carry the message of festival 
plans to the industry. These rallies probably will be given 
February and March dating. 


MILLER DAIRY CONDUCTING POLL 


The Miller Dairy Farm stores in Michigan and Indiana 
are conducting a poll by giving the public a choice of Presi- 
dential Sundaes in their retail stores. The sundaes are la- 
beled “Adlai” and “Ike.” With each sundae an elephant or 
a donkey is given away. The company figures that a fairly 
accurate indication of its customers’ preference will be ob- 
tained. 


PARTY HONORS RALPH CARLSON 

A partly in honor of Ralph Carlson, purchasing agent of 
Fairmont Foods of Omaha, Nebraska, was given September 
25 at the Congress Hotel in Chicago. The dinner was given 
by his fishing partners who presented him with a shotgun. 

Ralph Carlson retired October | but plans to stay on to 
January | at Fairmont Foods. He had missed the last fish- 
ing trip over the July 4th weekend due to illness. 

Present at the event were Paul Carlson and Harvey Bing- 
ham of Superior Metal Products; Eli Rosenbaum of David 
Michael & Company; Frank Sheu of S. H. Mahoney Extract 
Company; Laurie New of Morris Paper Mills; Bill Godfrey 
and Gib Berres of Kelvinator Division; Don Carter of Kel- 
vinator; Matt Hannon of Krim-Ko; Bud Rielveld, formerly 
of Creamery Package; and Don McWilliams, new purchas- 
ing agent of Fairmont Foods. 













tS a 
going thing for 
Meadow Gold... 









...it ll make gains 
for you, too! 


utter 
rickle % 
candy ice cream 


FLAVORING 


*Butter Brickle is the exclusive 
trade mark @ o 


FENN BROS., INC. 


Sioux Falls, Sevth Dekota 











FOR SALE 


FOR SALE: 
Jose, Calitornia 
suit your needs 
capacity 


Plant opportunity in San 
Could convert Ice Plant to 
About 75 tons refrigeration 
Leslie E. Scott, 1196 Carolyn 
Avenue, San Jose, California 


FOR SALE: 1946 Chevrolet 2 ton chassis 
with 400 gallon ice cream body 
frigerator unit 
$1,350 

Rochester 


Minnesota 


good re 
Complete—-ready to go 
Write Mrs. Genevieve ( 

Dairy 


Holmes. 


Cooperative, Rochester, 


FOR SALE: One 1949 ton Chevrolet 
vending truck, one 1952 ‘, ton Dodge 
vending truck, and two vending bicycles with 
parts. Write J]. Vann, 137 Stadium Place, 
Syracuse, New York 


FOR SALE: One (1) 500 gallon Manton 
Gaulin Homogenizer, 2 years old, perfect 
condition. One (1) Icy-flo, 5000 pounds 
per hour, sweet water cabinet cooler, | year 
old Reason for selling: both of these pieces 
of equipment are too small for present op- 
eration. Cleary’s Milk & Ice Cream Com 
peny, Rhinelander, Wisconsin 
190 


Telephone 


FOR SALE: 1952 1 Ton Ford Truck, 
refrigerated bory, 5 plates 1', HP. Uni, 
6 doors. A good buy. A. Diamond, 
Ninth Street, Jersey City, New Jersey 


177 


FOR SALE: Comb:nation, Small compact 
«* cream manufacturing plant and Specialty 
Fountain Lunch. Present owner making very 
good money on short hours and six day 
week. Very good equipment and lease. Lo- 
cated in Oakland, California. A _ beautiful 
setup for a man and family or two partners 
This is a clean solid deal and will stand 
rigid investigation. Terms to right party 
Write Box 453, Ice Cream Fieio, 19 W 
44th Street, New York 36, New York 


Ceoreme! flavored candy 
fer ice Cream Bers and 
Novelties. More econom- 


Classified Advertising 





CUSTOM MIXING 


Will mix, package, and ship private 
label. Large or small batches. Can 
furnish formulations. Box 462, Ice 
Cream Fiecp, 19 West 44th Srreet, 
New York 36, N. Y 





FOR SALE: Complete vending business 

7 trucks, 3 carts and fully equipped novelty 
manufacturing plant. Upper New York 
State. A terrific deal for party who knows 
vending business. Sales can be tripled. Box 
397, Ice Cream Fieco, 19 W. 44th Sr., 
New York 36, N. Y 


FOR SALE: 1952 Ford truck insulated 
body, dry ice type two doors. Reasonable 
A. Diamond, 177 Ninth Street, Jersey City, 
New Jersey 


FOR SALE: Ice Cream Advertising Ma 
terial—Write for samples and Price List 
E. R. Quackenbush, 432 Fair Street, Berea, 
Ohio 


FOR SALE: ';« ton 3 wheel ice cream re- 
tail truck 36 cu. ft, 125 doz. capacity 
BARGAIN. Box 426, Ice Cream Fievo, 
19 W. 44th Se, New York 36, N. Y. 


FOR SALE: 60 gallon Creamery Package 
Continuous Freezer; Creamery Package 
Fruit Feeder, *s HP; 40 qt. Cherry-Bur 
reli Triple Dasher Freezer; 75 to 1500 gal- 
lor. Homogenizer or Viscolizers; 350, 650 
and 1000 gallon Coil Vats; 100 to 300 gal. 
lon Pasteurizers; 6 ft. 24 and 36 tube Sur- 
face Coolers; Jensen Cabinet Cooler, 8 wings 
56 tubes. Lester Kehoe Machinery Corpora- 
tion, | East 42nd Street, New York 17, 
New York 


FOR SALE: One Chevrolet Retrigerated 
Body Truck, | ton, Batavia Body, Two 
door, 500 gallon capacity equipped with 
Kold-Hold plates. $1500. Cupid Ice Cream 
Co., 2449 W. McMicken Avenue, Cincin- 
nati, 14, Ohio 


MIDGET 
MARSHMALLOWS 


ICE CREAM 





FOR SALE: Estate: Small ice cream plant 
and retail store. Concrete block building, 
Mills Freezer, hardening room, all necessary 
equipment, stock, etc. Good business with 
potential growth. Town of 50,000. $13,000 
complete. Contact Ove Guberud, 308 Linker 
Building, La Crosse, Wisconsin 


FOR SALE: One Ice Cream Truck me 
chanically refrigerated F-4. New 1952 Ford. 
Reason for selling: Heart Attack. Write 
George Paul Harris, Quality Ice Cream Co., 
310 Kanawha Boulevard, Charleston, West 
Virginia. Phone 2-1441 


HELP WANTED 


HELP WANTF’): Salesman—with fol 
lowing among ice cream manufacturers, to 
represent nationally-known firm selling to 
ice cream manufacturers. Strong promo- 
tional line backed by advertising. Box 316, 
Ick Cream Fiero, 19 W. 44th Se., New 
York 36, N. Y 





EXCELLENT CAREER 
OPENINGS 
ICE CREAM FOREMAN 
AND 
MILK FOREMAN 


Growing company has openings for 
qualified foremen for ice cream de- 
partment and milk department of 
branch plant located in Midwest. 
Degree in dairy technology and at 
least three years’ experience as fore- 
man or assistant foreman of milk or 
ice cream department is desirable 
Write stating full qualifications and 
salary desired. Photo helpful. Box 
463, Ice Cream Fietp, 19 West 
44th Street, New York 36, New 
Y ork 











BAGUE 
CHOCOLATE 
ICE CREAM PASTE 


for “Rocky Rood” ke 


Cream. 


BAR CRUNCE 


Chocolate 


quality. 


Finest quolity, 
650 te the pound, for 
good distribution in your 
Cream. 
Consistently uniform size, 


Made with Blooker's 
imported Cocooe. Kme- 
and-money-sover. 


ical thon nuts. Write for liberal working 


samples—free and prepaid! 


SELIGMAN CANDY COMPANY - 1510 - 105TH AVENUE, OAKLAND 3, CALIF. 
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REFRIGERATED BODIES 


for the Utmost in 
Value—Convenience—Style 


and Maximum Payload 


SELF CONTAINED 
DRY ICE 
AMMONIA 





OOP SrStaaree Teece Sees 


MERIO 





REFRIGERATING Eouipment Co., Inc. 
128.36 Forty Fourth St. 


“Serving. Jha Better Buyers.” 


oer 168 EQerretet 





Let 
Unies City, New Jersey Us 
OVPE REFER OEP QLOERSTED CQRrretEt Quote 











HELP WANTED: SALESMEN TO 
SELL WELL KNOWN FROZEN NOV- 
ELTY LINE. EXCEPTIONAL OPPOR. 
TUNITY. SOME GOOD TERRITORIES 
OPEN. WRITE BOX 452 ICE CREAM 
FIELD, 19 WEST 44TH STREET, NEW 
YORK 


HELP WANTED: Man to head ice 
cream department with 500,000 gallon vol- 
ume annually. Must be able to supervise ice 
cream mix processing, supervise and be able 
to operate continuous freezers, automatic 
packaging machines, novelty manufacturing, 
atid have knowledge of special molds. Mid- 
dle age or younger man preferred. Located 
» Southwest in a city of 200,000 people, 
geod schools and churches, average living 
expenses. Write Box 458, Ice Cream Fievo, 
19 West 44th Street, New York 36, New 
York 


HELP WANTED: Experienced ice cream 
man; willing to freeze, make mix, keep 
hardening room stocked, etc. This is a 
small ice cream and butter plant established 
15 years: 2 retail stores; year around work 
and good opportunity for the right party; 
answer giving character references and type 
and amount of experience. Bath Creamery 
Co. Inc. Bath, New York 


Classified Advertising 





HELP WANTED: Nationally 


processor of ice cream fruits and flavors is 


known 


planning new-type sales organization in 
Southeastern and Southwestern territories 
Interested Brokers, Jobbers and Supply 


Houses carrying non-competitive lines write 
Box 459 Ice Cream Frecp, 19 West 44th 
Street, New York 36, New York, for details 
of attractive plan. All inquiries treated in 
strictest confidence 


WANTED TO BUY 
WANTED TO BUY: Used tricycles, 


scooters, vending machines. Write Pony Boy 
Limited, 1629 Van Horne Ave., Montreal, 
Quebec. Phone Crescent 1385 


POSITIONS WANTED 
POSITION WANTED: Branch Plant 


lanager, 38 years of age, with twenty years 

ot retail and wholesale sales experience in 
the dairy business, desires any position with 
in the industry in the southern or south- 
western states. All replies gratefully ap- 
preciated. Write Box 469, Ice Cream Frevo, 
19 West 44th Street, New York 36, New 
York 
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TAKE THE “RED” 
OUT OF CREDIT 


By screening poor payers the Dairy 
Credit Book enables you to channel your 
sales efforts towards worthwhile accounts. 
Use Dairy Credit Service, the only com- 
plete credit service in the Dairy Industry 
—Credits, Reports, Collections and Ad- 
justments on a national basis. 


DAIRY CREDIT BUREAU 


| 1/40 Greenleaf Ave., Chicago 26, Illinois 


R31 SOUTH 





Rates 


RATES: machinery, equipment and 
supplies for sale or wanted to buy, 
6c a word [including address) for 
each help and positions 
wanted, 2c a word [including ad- 
dress}. Bold face type double regular 
Minimum charge $1.00. 


insertion: 


rates. 


REPLIES to advertisements in this de- 
partment must be addressed to the 
name, initials or address shown in the 
advertisement or to Box numbers c/o 
lce Cream Field, 19 W. 44th St... New 
York 36, N. Y. Under no circum- 
ICE CREAM FIELD di- 
name of an advertiser 
where initials or @ number is given 
as the address. 


stances will 
vulge the 











POSITION WANTED: Production man. 
ager of ice creom plant. Experienced with 
Vogt freezers, automatic packaging equip- 
ment, also novelty operation with Vitafreze 
automatic eguipment. Presently employed 


as plant manager in good sized ice cream 
operation. Prefer location in midwest. Write 
Box 461, Ice Cream Fiero, 19 West 44th 
Screet. New York 36. New Yor! 


VicGRAW CHEMICAL COMPANY 


WABASH 


AVE CHICAGO 








ILLINOIS 











Ambrosia Chocolate Co. 


American Dry Milk Institute, Inc. 
American Food Laboratories, Inc. 


Amerio Refrig. & Equipment Co. 


Anderson Bros. Mfg. Co. 

Atlas Tool & Mfg. Co. 

Balch Flavor Co. 

Barry & Baily Co. 
Bastian-Blessing Co. 
Blanke-Baer Extract & Pres. Co. 


Blumenthal Bros. 


California Almond Growers Exch. 


Cherry-Burrell Corp. 
Chicago Stainless Equip. Corp. 
Clinton Foods, Inc. 
Container Corp. of America 
Corn Products Sales Co. 
Creamery Package Mfg. Co. 
Dairy Credit Bureau 

Dixie Cup Co. 

Fenn Bros. 

Foote & Jenks, Inc. 
Frigidaire Division 

Franklin Body & Equip. Co. 
General Equip. Sales Co. 
Germantown Mfg. Co. 
Grand Rapids Cabinet Co. 
Gundlach Co., G. P. 
Helmco-Lacy, Inc. 

Hooton Chocolate Co. 
Johnston Co., Robert A. 
Kari-Kold Co. 

Kelco Co. 


Kellogg Co., France E. 
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King Co. 

Kohnstamm Co., H. 

Kold-Hold Mfg. Co. 

LeRoy Foods, Inc. 

Limpert Bros. 

Lloyd Disher Co. 

Ludwig-Lockhart Co. 

Mahoney Extract Co., S. 

Mann’s Candies, Inc. 

Masseys Vanillas, Inc. 

McGraw Chemicals, Inc. 

Mulholland Co., John H. 

Murphy Body Works 

Nash-Kelvinator Corp. 

National Pectin Prod. Co. 

Nelson Mfg. Co., C. 

Northville Laboratories, Inc. 38 
Nulomoline Division 48 
Prince Castle Sales Div. 67 
Refined Syrups & Sugars, Inc. 15 
Savage Arms Corp. 5 
Scoop-Rite Co. 99 
Seligman Candy Corp. 104 
Standard Fruit Product Co. 40 
Stein, Hall & Co. 33 
Sterwin Chemical Co. 13 
Vanilla Laboratories, Inc. 10 
Van Leer Chocolate Corp. 96 
Vendo Co. 32 
Virginia Dare Extract Co. 6 
Wilbur-Suchard Chocolate Co., Inc. 44 
Young Co., B. 4 


Zeroll Co. 97 
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EVERYBODY LIKES ALMOND ICE CREAMS! 





Dealers from coast to coast report steady year ‘round sales ratings 


from 5th to 2nd place! Join the profit parade . . . feature almonds 


also in ice cream bars, pies, and nut rolls. The rich, crunchy good- 


ness of almonds keeps ‘em coming back for more. 


pramonn ALMONDS 


California Almond Growers Exchange . Sacramento, Californ 


Sales Offices: 100 Hudson Street, New York 13 and 221 North LaSalle, Chi icago | 


READY-TO-USE! Blue Diamond buttered-diced- 
roasted almonds are hand-sorted, sterilized at 310’, 
and vacuum-packed in 5 and 25 Ib. tins. Develop- 
ed especially for the ice cream trade. No shrinkage, 
handling, or storage problems. Write for prices, 
samples, and free formula booklet. Get the facts 


about the nut that’s making ice cream history. 


COAST 
TO COAST 


THE RECORD 


SHOWS IT 
PAYS TO 
FEATURE 
ALMOND 
FLAVORS 






























By the makers of Dariloid and Dricoid... 


SHERBELIZER 


the sherbet and water ice stabilizer check these 2 
with all these most-wanted advantages: most-wanted 


features: 











1. Easy to use in hot or 
cold process mixes. 

2. Unmatched ability to 
stabilize frozen fruits which 
have been freshly thawed 
to produce finer textured, 
more cempletely stabilized 
fruit ice cream. 


] ¢ Smooth texture which is retained during long period of storage. 


+ 
2. Firm and strong body without being gummy, pasty or crumbly. 


De Clean tasting with superior flavor release. 


— — 


4 * Normal overrun is easily secured. 1 — \\ aeremeo 
> ve ’ \ARGin j 
\peeovucTs . 


Free—for your trial tests, 
just write or call your near- 
est Kelcd divisional office. 





